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Rough Proofs 


A New York speakeasy is now ad- 
vertising for Chicago business 
through the medium of samples, 
sent in the usual commercial man- 
ner via the parcel post. Here seems 
to be a new field for national adver- 
tising which astute agency men will 
be quick to cultivate. 


* * * 


A book containing samples of 21 
novels will be put out shortly. This 
is the ideal volume for book-sellers 
to present to those interested but 
thrifty individuals who enter book- 
stores for the exclusive purpose of 


“browsing.” 
* * * 


The composite book containing 
sections of many others will be a 
boon to the reviewers, who hitherto 
have been compelled to read at least 
the first and last chapters before 
writing their penetrating, scathing 
or enthusiastic comments. Now they 
can do the job for 21 at a sitting. 


* * * 


“Slot-machine methods of mer- 
chandising are inadequate,” asserts 
Gorden C. Corbaley, of the Ameri- 
can Institute of Food Distribution. 
The only trouble I’ve found with 
slot machines is that a lot of them, 
like insolvent banks, continue to ac- 
cept the customers’ money after 
they are empty. 


* * * 


There seems to be a big market 
for anti-fat remedies these days, 
which may or may not explain the 
decision of the naval stores industry 
to advertise turpentine as a thinner. 


* * * 


Big Bill Thompson, the only 
American mayor who insists on run- 
ning against King George V in his 
campaigns, is seeking renomination, 
assisted “by a whole circus of ele- 
phants, donkeys, cowboys and In- 
dians. Most Chicagoans consider 
Big Bill a circus, even without the 
elephants, cowboys and Indians. 


* * * 


The envelope manufacturers held 
their convention in New York on 
Friday the thirteenth. They prob- 
ably did so to convince direct ad- 
vertisers that they can go right on 
with their mailings without fear of 
the sinister combination. 


* * * 


“If broccoli were advertised,” says 
The New Era in Food Distribution, 
“the misery of spinach-eating might 
be largely avoided.” 

Not if the sage comment of the 

_ New Yorker’s child can be believed. 
You remember, when asked to eat 
her broccoli, she remarked tersely, 
“I say it’s spinach, and I say to 
hell with it.” 


* * * 


Del Monte’s campaign for canned 
spinach seems not to have been any 
too popular with the restaurant- 
owners, due to certain unintended 
implications in the copy. But prob- 
ably, in the end, spinach by that or 
any other name will continue to be 
indispensable as the piece de re- 
sistance of the daily “vegetarian 
} lunch.” 

~ 7 * 

A shoe manufacturer expresses 
some doubt of the wisdom of the re- 
tailer’s featuring shoes at “$6.95— 
marked down from $25.” He doesn’t 
know the complete and child-like 
faith of the great American bargain- 
hunter. Copy Cus. 


GROUP HEARING 
TO BE GIVEN 
PUBLICATIONS 


Kenyon & Eckhardt Announce 
New Plan 


New York, Feb. 12—Considerable 
interest has been aroused by an an- 
nouncement of a brand new method 
of buying space and handling pub- 
lication presentations by Kenyon & 
Eckhardt, Inc., well-known New 
York advertising agency. 

The agency has announced the de- 
tails of the new plan, which fea- 
tures presentation of mediums to 
groups within the agency instead of 
to the space-buyer only, with the 
comment that it is to be considered 
as an experiment for one year. 

The description of the plan, which 
has been sent out to publishers and 
their representatives, is as follows: 

“The procedure outlined here is 
the result of several meetings with 
the advertising managers of repre- 
sentative publications. Its purpose 
is (1) to conserve the time of pub- 
lication representatives; (2) to con- 
serve the time of the K. & E. organ- 
ization; (3) to facilitate the presen- 
tation of pertinent facts to the K. 
& E. organization. 


Try It for Year 


“The first principle is that media 
contact with K. & E. should be 
through the department established 
for this purpose—the media depart- 
ment. 

“The second principle is that pub- 
lications should have opportunity to 
make presentations before account 
executives and contact men under the 
auspices of the media department. 

“Casual calls are usually time- 
wasters for representatives and for 
the agency. It is agreed that they 
should be discouraged. Therefore 
the reception clerk will announce all 
casual calls to the media depart- 
ment. The media department will 
answer through the reception clerk 
with definite information when pos- 
sible. 

“All media department calls are 
to be by appointment. Appointment 
will be made by telephone or letter. 
Representatives are requested to ob- 
serve time and duration of appoint- 
ments carefully, and thus respect 
each other’s appointments. 

“The media department will en- 
deavor conscientiously to keep repre- 
sentatives advised as to the time 
when various schedules come up for 
consideration, so that their calls can 
be synchronized with the prepara- 
tion of client plans. 

“During the between-schedule 
periods, the media department will 
be glad to entertain constructive 
suggestions. or to receive new in- 
formation facts about publications 
from representatives, either by ap- 
pointment or letter. 

“Presentations to account execu- 
tives and contact men will be ar- 
ranged by the media department on 
the group basis. Where practical, 
the opportunity will be given maga- 
zines to make a general agency 
presentation at yearly or bi-yearly 
intervals. In this way representa- 
tives will be able to cover several 
different accounts and keep the 
agency executives up-to-date.” 


Lucky Strike Goes 
After Pennies with 
New Vending Machine 


The American Tobacco Company, 
manufacturer of Lucky Strike ciga- 
rettes is now using vending machines 
which will deliver a single Lucky 
to the person who drops a penny in 
the slot. Such machines have been 
delivered to Pixley & Ehler and the 
Messinger restaurants in Chicago, 
and other strategic locations in all 
parts of the country will be utilized 
in the immediate future. 


The plan was made possible by an 
exclusive arrangement with the 
Wilson Manufacturing Co., Chicago, 
producer of the vending machine. 
The psychology of the idea is the 
fact that the American public re- 
gards odd pennies as an unmitigated 
nuisance and gets rid of them as 
speedily as possible. The locations 
selected thus far are in restaurants 
which “split nickels” and give odd 
pennies in change. 


Has Exclusive Rights 


To utilize this form of merchan- 
dising, the American Tobacco Com- 
pany has developed special cartons 
of Lucky Strikes, containing 60 
cigarettes, to fit the magazine of 
the machine. It has also won the 
approval of the Internal Revenue 
Department. 


The American Tobacco Company 
has no direct control over the ma- 
chines any more than it has over 
the retailers who sell its products, 
but has eliminated competition by 
its agreement with the manufac- 
tures. 


The machines are owned by oper- 
ators, who buy them outright and 
place them in suitable locations. The 
operator’s profit, after deducting 63 
per cent for merchandise and 15 per 
cent for “location,” is 22 per cent of 
the receipts. 


The new Lucky Strike vending 
machine was displayed in Chicago 
this week at the convention of the 
National Vending Machine Opera- 
tors Association. 

The new Selective Automatic 
Salesman was exhibited by Arthur 
H. DuGrenier, Inc., Haverhill, Mass. 
It utilizes one mechanism to vend 


any assortment of items up to a 
total of 40, which can be of any 
size up to 4% x 2% x 1y¥s inches. 
The machine exhibits the stock in 


A Lucky for a Cent 


such a way as to cash in on trade- 
marks made familiar by advertising. 


Interests Toilet Field 


The machine is said to be receiv- 
ing close attention from _ several 
manufacturers of toilet goods, who 
may co-operate to distribute a dozen 
or so toilet requisites in 25-cent 
sizes. The idea is to put one on each 
floor of hotels and in other appro- 
priate locations where they will be 
quickly accessible to those who sud- 
denly discover the need of soap, 
shaving cream, dentifrice, hand- 
kerchief, etc. Departing from the 
usual bright enamel and metal fin- 
ishes, the machine will be in wood 
finish to harmonize with surround- 
ings. 

This company also has an order 
from a Philadelphia dairy company 
for a number of milk machines 
cooled by electric refrigeration. 

(Continued on Page 11) 


Last Minute 


News Flashes 


President’s Committee to Stage Newspaper Campaign 


Washington, D. C., Feb. 13—(By wire)—The President’s Emergency 
Committee for Employment will place four advertisements in 2,000 daily 
newspapers urging expedition of construction and repair work in homes. 


“Put a Neighbor to Work’ will 
listed. 


be the slogan, with 100 typical jobs 


Billy Sunday’s Son in Cosmetic Field 
Los Angeles, Cal., Feb. 13—The Sheba Company, of Hollywood, headed 


by W. A. Sunday, Jr., son of the 


noted evangelist, has appointed the 


Hammel Advertising Corporation to direct its account. 


The new cosmetic, called “Cream of Sheba,” is a combination bleach, 


astringent and beautifier. 


Harvard Awards Dinner to Be Held February 27 


Boston, Mass., Feb. 13—February 27 has been fixed as the date for 
the dinner at which the winners of the 1930 Harvard Awards will be 


announced. 


DECISION SETS 
PRECEDENT IN 
RADIO WORLD 


Brinkley Loses Fight Against 
Commission 


Washington, D. C., Feb. 12— 
“While it is to be expected that a 
radio broadcasting station will re- 
ceive some remuneration for serv- 
ing the public, the interest of the 
listening public is paramount and 
may not be subordinated to other 
interests.” 


With this ruling, constituting a 
long-sought precedent, the District 
of Columbia Court of Appeals af- 
firmed the decision of the Federal 
Radio Commission denying the ap- 
plication of the KFKB Broadcasting 
Association, Milford, Kan., for re- 
newal of its license. 


The Court denied the contention 
that the attitude of the Commission 
amounted to a censorship of the 
station, contrary to the provisions 
of Section 29. “This contention is 
without merit,” the court held. 


No Censorship 


“There has been no attempt on 
the part of the Commission to sub- 
ject any part of the appellant’s 
broadcasting matter to scrutiny 
prior to its release. In considering 
whether the public interest, conveni- 
ence, or necessity will be served by 
a renewal of appellant’s license, the 
Commission has merely exercised its 
undoubted right to take note of ap- 
pellant’s past conduct, which is not 
censorship.” 

The court found that Dr. J. R. 
Brinkley established Station KFKB, 
the Brinkley Hospital and _ the 
Brinkley Pharmaceutical Associa- 
tion, and that all were operated in 
a common interest, though only three 
of the 1,000 shares of capital stock 
were in Dr. Brinkley’s name. His 
wife owned 381 shares. 

The court said: 

“Brinkley Hospital, located at Mil- 
ford, is advertised over Station 
KFKB. For this advertising the 
hospital pays the station from 
$5,000 to $7,000 per month. 

“The Brinkley Pharmaceutical As- 
sociation is composed of druggists 
who dispense medical preparations 
prepared according to formulas of 
Dr. Brinkley and known to the pub- 
lic only by numerical designations. 
Members of the association pay a 
fee upon each sale of certain of 
those preparations. 

“The amounts thus received are 
paid the station, presumably for 
advertising the preparations. The in- 
come of the station for February, 
March and April, 1930, was as fol- 
lows: 

“Brinkley Pharmaceutical Asso- 
ciation, $27,856.40; Brinkley Hos- 
pital, $6,500; all other sources, 
$3,544.93. Total, $37,901.33. 


Mail Order Diagnoses 


“Dr. Brinkley personally broadcasts 
during three one-half hour periods 
daily over the station, the broad- 
cast being referred to as the ‘medi- 
cal question box,’ devoted to diagnos- 
ing and prescribing treatment of 
cases from symptoms given in let- 
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ters addressed either to Dr. Brink- 
ley or to the station. 

“Patients are not known to the 
doctor except by means of their 
letters, each letter containing a code 
signature, which is used in making 
answer through the broadcasting 
station. 

“The doctor usually advises that 
the writer of the letter is suffering 
from a certain ailment, and recom- 
mends the procurement from one of 
the members of the Brinkley Phar- 
maceutical Association, of one or 
more of Dr. Brinkley’s prescrip- 
tions, designated by number. 

“In Dr. Brinkley’s broadcast for 
April 1, 1930, presumably repre- 
sentative of all, he prescribed for 44 
different patients and in all save 
10, he advised the procurement of 
from one to four of his own pre- 
scriptions. 

“We reproduce two as typical: 

“*Here’s one from Tillie. She says 
she had an operation, had some 
trouble 10 years ago. I think the 
operation was unnecessary, and it 
isn’t very good sense to have an 
ovary removed with the expectation 
of motherhood resulting therefrom. 

“‘My advice to you is to use 
Women’s Tonic No. 50, 67, and 61. 
This combination will do for what 
you desire if any combination will, 
after three months’ persistent use. 

“‘Sunflower State, from Dresden, 
Kans. Probably he has gall stones. 
No, I don’t mean that, I mean kid- 
ney stones. My advice to you is 
to put him on Prescription No. 80 
and 50 for men, also 64. I think 
that he will be a whole lot better. 
Also drink a lot of water.’” 


Admitted to A. B. C. 


Projection Baotncering, New York, 
has been admitted to full member- 
ship in the Audit Bureau of Circu- 
lations. ; 

New applicants for membership 
are Highway Engineer and Con- 
tractor, Office Equipment Salesman 
and Home Utilities Salesman, all of 
Chicago. 


Made Sales Manager 


C. H. Keeney has been appointed 
sales manager of the Northern 
Blower Co., Cleveland, O. He has 
been in the industrial field for 25 
years. 


0.K. VACUUM'S 
MERGER WITH 
STANDARD Ol 


Companies Have International 
Distribution 


St. Louis, Feb. 12—The proposed 
merger of the Standard Oil Com- 
pany of New York and the Vacuum 
Oil Company will not violate the 
terms of the Standard Oil dissolu- 
tion decree, the United States Dis- 
trict Court for the Eastern District 
of Missouri ruled. 

The court sanctioned the union of 
the Standard of New York, with 
$434,000,000 capital stock and $708,- 
000,000 assets and Vacuum, with 
$128,000,000 capital stock and 
$205,000,000 assets. 

The chief product of Standard, as 
shown by the evidence, is Socony 
gasoline, while the chief product of 
Vacuum is lubricants. Socony also 
sells lubricants and at some points 
is in competition, but the judges 
held that this competition is not of 
such extent as to be vital to the 
whole oil industry. 

The judges founds that the induce- 
ment for Socony to enter the merger 
is expansion, but that Vacuum has 
been losing retail outlets and distri- 
bution points. 

“For this reason,” the court held, 
“it is clear that there are business 
reasons for this merger which are 
entirely sufficient and are wholly un- 
connected with any desire to create 
a monopoly.” 

Reports from Washington are 
that the Department of Justice has 
not determined whether it will ap- 
peal to the Supreme Court of the 
United States. 


Result of Merger 
Cleveland, O., Feb. 12—While 
consolidation of the Standard Oil 


Company of New York and the Va- 


¢ 
To Reach Today’s 
Market at Its Most 
Reeeptive Moment 


The tempo is to do things! .@ ry 
Go places! We have been 


educated to 


restlessness. 


Roaming has taken the place 


of reading! 


Exclamations 


have taken the place of ex- 


planations! 


And the receptive advertising 
moment has changed from 
fireside to ‘‘Outside.”’ 


This is exceptionally true of 


Detroit! 


WALKER & C1O. 


Outdoor Advertising 
DETROIT 


Advertise Outdoors! 


Oil Company, 


AUTOMOBILE SALES IN 1929 AND 1930 


(Unit Sales Based on Registrations) 


Percentage of 


Percentage of 
Total for Year 


Total for Dec. 


Manufacturer 1929 1930 1929 1930 
a ET 33.75 40.17 37.58 30.87 
General Motors 
Chevrolet ae ..20.10 23.57 19.15 32.91 
lis RIS ames . 4.44 4.67 5.16 5.45 
Pontiac 4.08 2.60 2.92 2.02 
Oldsmobile ae 2.30 1.82 1.60 .93 
OS eee .82 82 .80 47 
LaSalle eS. Oe ae 52 43 65 42 
Cadillee ..................... .38 46 52 By 
Chrysler Motors 
Plymouth... 2.19 2.45 1.90 2.02 
J 2.44 5.46 2.41 
2.32 1.90 2.02 
1.34 1.56 1.15 
Hudson Motors 
I 4.93 2.41 3.84 2.79 
a SSS Se eee 1.62 1.16 1.49 1.38 
Willys-Overland 
RE ee eT 1.25 —_ 1.36 
EEE a a 4.19 72 2.10 51 
Willys-Knight .... — ae 54 -70 60 
OT Feaaaaaam™; 2.15 1.97 2.44 
Nash A 1.95 2.30 2.43 
Graham z 1.15 —_ —_ 
Packard J 1.08 i 97 
Hupmobile A .93 1.38 .69 
Durant ............. é BS | 1.28 .68 
Marmon F 47 61 .62 
Reo F 44 Al 74 
asa cessed ico ineb iis ene iabiinacll .27 .29 31 30 
Miscellaneous 1.81 1.56 1.71 2.12 


Electrograph Company, Detroit. 


cuum Oil Company will result in 
an organization with wide distribu- 
tion of oil and gasoline in the 
United States, it will not have na- 
tion-wide distribution, according to 
National Petroleum News. 

There will be, for the present, 
gaps in the distribution of gasoline 
in the Southeastern and some Rocky 
Mountain states. 

Said this authority: 

“The Standard of New York has 
its own system of service stations 
in New York and the New England 
states. Through the Magnolia Petro- 
leum Company it has distribution in 
the Southwestern states; through 
General Petroleum Company of Cali- 
fornia in the Pacific Coast states 
and through the White Eagle Oil 
Corporation, in Western and a few 
Rocky Mountain States. 

“According to its testimony its 
Western and Southwestern distribu- 
tion is confined to 22 states. With 
its primary territory it has distri- 
bution in 29 states. 


Entered New Field 


“Vacuum Oil had no gasoline dis- 
tribution until five or six years ago 
when it acquired control of Metro 
Stations, Inc., Olean, N. Y., which 
had a chain of bulk and service sta- 
tions in central and western New 
York, northern Pennsylvania and 
the Philadelphia district of Penn- 
sylvania. 

“In the last year or two Vacuum, 
faced with the loss of outlets through 
purchase of jobbing companies by 
other large oil companies, began to 
acquire control of more than a score 
of marketing chains. It acquired a 
few refineries in the process. 

“Chief among its acquisitions were 
the Lubrite Refining Co., of St. 
Louis, White Star Refining Co., of 
Detroit, and Wadhams Oil Co., of 
Milwaukee. Its other acquisitions 
were smaller. Operation of these 
acquisitions were continued under 
the names of the builders. 

“Both companies have been active 
in foreign fields. Vacuum lubricants 
are available in virtually all foreign 
countries except Russia. It does 
an important business in gasoline 
and kerosine in Australasia, Egypt, 
South, East and West Africa, in 
central Europe and Portugal. 

“Standard of New York is an im- 
portant marketer in the Far and 
Near East, India and in the coun- 
tries that border the Aegean sea. 

“Under the merger plan it is in- 
tended to retain the identities of the 
two companies, but these two com- 
panies will be the operating subsidi- 
aries of the General Petroleum Cor- 
poration. 


Other Mergers Possible 


“The decision of the special 
court, if upheld, may be followed by 
consolidations of other former sub- 
sidiaries of the old Standard of New 
Jersey. Among the possible mer- 
gers have been mentioned the Stan- 
dard Oil Company of Ohio and Ohio 
and Standard Oil 


- 


companies of New Jersey and Cali- 
fornia. However, the Department of 
Justice has informed the New Jersey 
and California companies that it 
would view with disfavor any at- 
tempt to consolidate them. 

“The New Jersey company has al- 
ready acquired one of the former 
subsidiaries, the Anglo-American 
Oil Co., which markets petroleum 
products in the United Kingdom. 
This acquisition was accomplished 
through provisions of the Webb- 
Pomerene act of 1918 which permits 
the formation of trusts for export 
business.” 


Foreign Newspapers 
Added for Records 


The New York Recording Labora- 
tories, Port Washington, Wis., man- 
ufacturers of phonograph records, 
have entered the foreign newspaper 
advertising field. 

In addition to their usual cam- 
paign in farm papers and general 
magazines, copy is appearing in 
German, Polish, Italian and other 
foreign language newspapers. The 
advertising is handled by Klau-Van 
Pieterson-Dunlap-Younggreen, Inc., 
Milwaukee. 


Three-Reason Dinner 
Held at New Orleans 


The Advertising Club of New 
Orleans held a three-reason dinner 
February 11. The first reason was 
to honor William Pfaff, new presi- 
dent of the United Typothetae of 
America. 

The second was to view a direct 
mail exhibit and the third was to 
hear an address by Ben J. Sweet- 
land, New York. 


Start New Course 


A new course in advertising prac- 
tice was launched by the College of 
the City of New York February 11. 
David S. Mosesson will lecture every 
Wednesday evening at the institu- 
tion’s School of Business at Lexing- 
ton avenue and 23rd street. 


Utah Will Have 
Chain Store Bill 


A bill to,tax chain stores will be 
introduced into the Utah legislature, 
now in session, ADVERTISING AGE was 
told. The measure will define a 
chain as four or more stores under 
a common ownership. 


Campaign on Teethers 


Cutajar & Provost, New York, 
have been appointed to direct the 


a product of the Louis A. Boettiger 
Company, of that city. 

Magazines and business papers 
will be used. 


Joins “Review of Reviews” 


Wilson Baden has become manager 
of promotion and research for the 
Review of Reviews and The Golden 
Book, New York. He was formerly 
with the New York Herald Tribune 


and the New York Sun. 


advertising of Baby-Bite teethers, |. 


Burgunder Is 
Re-elected by 
Outdoor Body 


Lancaster, Pa., Feb. 12—All the 
officers of the Outdoor Advertising 
Association of Pennsylvania were 
re-elected at the 37th annual con- 
vention, as follows: president, B. F. 
Burgunder, Wilkes-Barre; vice-pres- 
ident, Paul Yecker, Lancaster; sec- 
retary, Tom Nokes, Johnstown; 
treasurer, James Reardon, Scran- 
ton; directors, H. R. Johnston, 
Reading; Al Norrington, Pitts- 
burgh; J. Arlington Rees, Kingston; 
Harry L. Carey, Philadelphia; Max 
Ludwig, New Castle. 

Mr. Johnston was chosen as direc- 
tor from Pennsylvania to the Out- 
door Advertising Association of 
America. The new membership com- 
mittee will be Chairman Burgunder, 
Secretary Nokes, and Messrs. Nor- 
rington, Johnston and Carey. The 
next meeting place was left to the 
board of directors. 

Herbert E. Fisk, of Chicago, the 
new general manager of the Outdoor 
Advertising Association of America, 
Inc., outlined the new program of 
the national body, with particular 
relation to sales promotion and pub- 
lic relations work, and explained the 
new supplement to the manual on 
plant requirements. 


Advertising Mayor Speaks 


The principal speakers included 
Mayor T. Warren Metzgar, of Lan- 
caster, an advertising man himself; 
S. E. Conybeare, assistant general 
manager of the planning and devel- 
oping department of the Armstrong 
Cork Company, and a former presi- 
dent of the Association of National 
Advertisers, who spoke on “Service 
in Selling’; Robert Waddell, adver- 
tising manager of the Hamilton 
Watch Company and president of 
the Lancaster Advertising Club, 
whose subject was “Profit Manage- 
ment”; 

George E. Foss, general secretary 
of the Pennsylvania State Chamber 
of Commerce; J. F. Seldomridge, 
secretary of the Pennsylvania Asso- 
ciation of County Fairs; Arthur M. 
Dewees, of Philadelphia, executive 
secretary of the Pennsylvania Tu- 
berculosis Society; Mrs. Harry Lilly, 
New York, consulting director of the 
committee on public relations; C. H. 
Uffelman, General Outdoor Adver- 
tising Co., New York City; 

C. M. Coggins, Philadelphia; C. 
A. Bollinger, sales manager of the 
General Outdoor Advertising Com- 
pany, Pittsburgh; Frank Moening, 
Donaldson Litho. Co., Newport, Ky.; 
R. J. Kavanaugh, the Reddington 
Agency, New York City; A. J. Skel- 
ton, National Outdoor Advertising 
Bureau, New York City; H. T. Blos- 
ser, McClintock-Marshall Company, 
Pittsburgh; Judge E. Allen Frost, 
Chicago, and I. C. Mishler, of Lan- 
caster, the only honorary member 
of the State Association. 

The secretary’s report showed 
1174 cities and towns in Pennsyl- 
vania registered as having poster 
advertising panels and service. 


Pick Woodman-Stewart 

The Woodman-Stewart Company, 
Chicago, has been appointed by the 
Health-O Quality Products Com- 
pany, Cincinnati, and the Trippe 
Manufacturing Company, Chicago. 

C. Ernest Drake, formerly of 
Faxon, Inc., Chicago, has joined this 
agency as a contact-copy man. 


“Hobbies” Makes Bow 


Hobbies, a magazine devoted to 
hobby collections of all kinds, has 
been announced by the Lightner 
Publishing Corporation, Chicago. 

The publishers recently purchased 
The Philatelic West, Sports & Hob- 
bies and The Collector’s World. 


New Work for Harris 


After seven years as advertising 
and sales promotion manager of the 
Standard Conveyor Company, North 
St. Paul, Minn., R. R. Harris has‘ 
joined Harman-McGinnis, Inc., St.’ 
Paul agency, as director of the in- 
dustrial marketing department. 


Bedell Made Director 
Clyde O. Bedell, director of sales, 
Butler Brothers, Chicago, has been 


elected a director. 
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COCA-COLA EYES 


NEW DISPENSER 


St. Louis, Mo., Feb. 
Coca-Cola Company is paying close 


attention to a new dispenser devel- | |i 
oped by the Multiplex Fountain || 


Company of this city, which auto- 
matically combines the proper pro- 
portions of cooled syrup and car- 


bonated water to make the best & 


“coke.” 


While negotiations are awaiting 2 


the outcome of tests, it is under- 
stood that an agreement is likely 


to be reached whereby the manu-|| 


facturer of the equipment, in return 
for an advertising campaign paid 
for by the company and featuring 


the dispenser will sell the equipment |# 


for use with Coca-Cola only. 

The Coca-Cola Company’s inter- 
est arises from the possibility of 
standardizing the preparation of the 
drink so that it will reach the con- 
sumer with all its advertised qual- 
ity. 


A Standardized Drink 


The present method leaves the 
mixing to individual soda clerks, 
who may use too much or too little 
of the syrup. There is also the 
possibility that equipment for proper 
cooling may be lacking or that the 
carbonated water in the mixture 
may be flat. 

The new dispenser circumvents 
these evils. Except that it is man- 
ually operated, it combines the fea- 
tures of the coffee dispenser used 
in Automat restaurants with the 
style of fountain recently introduced 
for orange drinks. It is counter 
height and large enough to hold a 
good supply of syrup and carbon- 
ated water in addition to an elec- 
tric refrigerating unit. 

As the Multiplex dispenser, as far 
as facilities for serving fresh Coca- 
Cola is concerned, is complete in it- 
self, it offers the company an op- 
portunity to obtain new outlets in 
establishments which cannot support 
a complete soda fountain. 


Accident Bond 
To Accompany 
Safety Shoes 


Chippewa Falls, Wis., Feb. 12— 
Discarding the usual money-back-if- 
not-satisfied guarantee, the Chip- 
pewa Shoe Manufacturing Company 
has informed its dealers that Gard- 
toe and Original Chippewa Safety 
shoes henceforth will carry a $50 ac- 
cident indemnity bond with every 
pair, cashable by the wearer in the 
event of injury to his toes. 

This departure from the conven- 
tional forms of guarantees has been 
proposed to sell the “safety appeal” 
of the company’s patented-toe shoes 
for workmen. 

The bond covers accidents to the 
toes due to any accidental cause 
while the wearer is engaged in his 
usual occupation and its duration 
extends over a period of a year from 
the date of the purchase. Claims, 
which must be accompanied by a 
physician’s affidavit, will be han- 
dled directly by the company. 

Plant superintendents and safety 
engineers will be enlisted in the pro- 
motion work and catalogs, envelope 
enclosures, folders, posters and di- 
rect-mail will be used to assist the 
dealer in his sales work. 


Gauss with Royal 
E. Wood Gauss, formerly sales 
promotion manager for the Colum- 
bia Broadcasting System, has _ be- 
come director of sales for the Royal 
Broadcasting System, New York. 


Houston Writes Book 
Frank Houston, copy writer for 
the White Eagle Oil Corp., Kansas 
City, turned out ‘“Hooper-Dooper,” 
one of the current best sellers in his 
spare moments. 


R. L. Frewin Drops Dead 


Robert L. Frewin, until a year 
ago with the General Outdoor Ad- 
vertising Company, Chicago, dropped 
dead in Detroit last week, while on 
a business trip. 


TAKES NEW POST 


12—The | | 


C. King Woodbridge 


Mr. Woodbridge became vice- 
president in charge of sales of the 
Remington-Rand Business Service, 
Inc., Buffalo, this week. 

He is an ex-president of the In- 
ternational Advertising Association 
and has been identified with the 
Kelvinator Corporation, American 
Machine and Metals, Inc., Loose- 
Wiles Biscuit Company and other 
giants of the business world. 


United Explains 
Divorce from 
Massa George 


New York, February 12—Assert- 
ing that the United Cigar Stores 
Company reserves the right to de- 
termine which merchandise it shall 
feature and that it will not accept 
dictation from manufacturers on 
this score, Robert W. Jamison, first 
vice-president of the company, has 
addressed a letter to store managers 
explaining why the American To- 
bacco Company has removed United 
from its direct buying list. 

Mr. Jamison’s letter said: 


“There has been so much misin- 
formation as to why we are not 
purchasing direct from the Ameri- 
can Tobacco Company that we are 
writing you this letter. 

“The president of the American 
Tobacco Company took exception to 
our selling merchandise of a com- 
peting nature to his Lucky Strike 
brand on a sales deal which we had 
effective for one week and in which 
sales deal we did not include Lucky 
Strike cigarettes. Because we did 
not include the American Tobacco 
Company’s merchandise in this deal 
they decided to discontinue selling 
us direct. 


“We insist that we have the sole 
right and privilege to determine 
which merchandise we should fea- 
ture; to what line of goods we shall 
lend our intensive sales promotion 
and co-operation; and we absolutely 
refuse to accept dictation on this 
matter from any manufacturer. 

“With our thirty million sales 
customers per month we undoubtedly 
have the public good will—a good 
will that you have been instrumental 
in building, together with the help 
of our merchandising plans. Were 
we to accept outside dictation on 
sales plans from different people our 
program and function will at once 
become confused and of no value to 
you, the manufacturer or our com- 
pany. 

“We are gradually perfecting an 
organization of real sales value, and, 
accordingly, we cannot under any 
circumstances permit any person or 
persons to interfere with the func- 
tioning of this company along the 
lines we deem best and most con- 
structive.” 


Joins Hanff-Metzger 


————_ ___ 
No. 49 of a Series 


There is a tendency to believe that 
because a magazine is 15 or 42 or 85 
years old, its readers are confined 
solely to those who bought the first 
copy and have kept reading the mage- 
zine since. 

The simplest answer to this, of course, 
is that despite birth control, children 
are getting born every year, and later 
go to kindergarten and then to first 
grade and then High School and Col- 
lege. Along the route, they learn to 
read. After that, they are just plain 
dangerous. They're liable to read any- 
thing. 

They may, for example, come to be- 
lieve that a magazine which publishes 
Ernest Hemingway and Thomas Wolfe 
and W. R. Burnett and Oliver LaFarge 
and Will James and S. S. Van Dine 
and dozens of others, is among the 
modern of the moderns and worth 
their attention. 

Lately Scribner's Magazine has been 
conducting a readers’ contest based on 
criticism of the long stories in the 
$5,000 contest. There have been four 
winners a month. A letter to the prize 
winners After they have won the 
prize brought the following informe- 
tion about ten of the sixteen winners: 

1. A young lady seventeen years old 
and a freshman at Bryn Mawr. 

2. Young lady employed as cataloger 
and reference assistant in the li- 
brary of the Massachusetts Institute 


The Young 
by the Year 


3. A young writer (male) of twenty- 
two living in San Francisco. 

4. A young society woman in New 
Bedford, Mass. 

5. A young man of twenty-two of 
Pittsburgh. 

6. A young college professor in 
New York City. 

7. A young man of twenty living in 
Kentucky. 

8. Young matron (twenty-seven years 
old) of Nashville, Tenn. 

9. Young Boston woman (no age 
given, but mentioned being only 
two years out of college.) 

10. Married woman (age not given) of 
New Jersey. 

With these letters as a criterion, it is 
seen that the average age of contest- 
ants was no more than twenty-four 
years. Out of the ten answering, there 
was only possibly one over the age of 
twenty-seven. In the other cases where 
age was not given, the internal evi- 
dence (how many years out of college, 
etc.) bore out the average as here 
given. 

Combined with the other evidence 
that has been coming to Scribner's, it 
seems plain from these letters that it has 
tapped an entirely new field of younger 
readers. The high quality of the readers’ 
criticisms made it equally plain that 
there is an audience of magnitude and 
importance interested in good litera- 
ture and able to explain their reasons 


are Born 


of Technology at Boston. 


SCRIBNER'S | 


for liking it. 


° ° 
° ° 
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Plan Advertising 


Achievement Week 

K. C. Ingram, of Lord & Thomas 
and Logan, has been named chair- 
man of the executive committee for 
the San Francisco Advertising Club’s 
ey ‘ee Achievement Week, May 

to 9. 

Norman Stern, Hamman-Lesan 
Company, and C. E. Persons, Mc- 
Cann-Erickson, Inc., are vice-chair- 
men. 


O. K. Meat Campaign 

The Arizona Wool Growers’ Asso- 
ciation endorsed the campaign of the 
National Livestock and Meat Mar- 
keting Association to increase the 
volume of lamb sales, during its mid- 
winter meeting at Phoenix. 

The association voted to bear its 
share of the cost of $125,000. 


Directs Pump Sales 
H. W. Foulds, assistant to the 
president, has been placed in gen- 
eral charge of all sales work by 
Goulds Pumps, Inc., Seneca Falls, 


Huber Hoge, who conducted his|N, Y 


own advertising agency in New 
York for 11 years, has joined Hanff- 
Metzger, Inc., of that city, as vice- 
president. 


Becomes Tabloid 


Beauty Shop News, New York, 
has changed its format, becoming a 
tabloid. The paper is published by 
Leon Pollack. 


‘Mr. Foulds was formerly vice- 
president of Servel, Inc. 


Bennie’s New Work 


J. Everett Bennie has joined the 
advertising department of the Com- 
fort Printing Co., St. Louis. 

Mr. Bennie has had an active ca- 
reer, serving as copy chief of a St. 


Louis agency, among other positions. 


Analyze Sales 
of Explosives, 
Optical Goods 


Washington, D. C., Feb. 12— 
Manufacturers of optical goods sell 
principally to their own = sales 
branches and to wholesalers, the 
Bureau of the Census reports. Of 
total 1929 sales of $40,302,000, 66.3 
per cent were made in this way. 


Remaining sales were made as 
follows: 22.0 per cent to industrial 
and other large consumers, includ- 
ing some interplant transfers; 10.9 
per cent to retailers and 0.8 per 
cent to home consumers. 


Only 1.9 per cent of the total was 
made through manufacturers’ 
agents, selling agents, brokers and 
commission houses. 


Manufacturers of explosives sell 
chiefly to industrial consumers, who 
took 71.6 per cent of 1929 sales of 
$50,821,000. Manufacturers’ sales 
branches, wholesalers and retailers 
took 28.4 per cent. Separate figures 
for each of these channels cannot 
be given because they would dis- 
close operations of individual estab- 
lishments. % 


Canada Newspapers 
Draw Food Copy 


Canadian Canners, Ltd., Hamil- 
ton, Ont., is using 700-line adver- 
tisements in newspapers from Win- 
nipeg to Halifax in a drive on its 
Aylmer Jumbo Peas. The copy has 
a patriotic flavor based on the use 
of this all-Canadian product by the 
country’s leading hotels. 


Join Buffalo Club 


Among the new members of the 
Greater Buffalo Advertising Club 
are: 

Theodore S. Clark, vice-president, 
Ostendorf Motor Car Corp.; D. B. 
White, sales manager, Falls Equip- 
ment Co. and Geo. A. Patterson, 
secretary, Geo. W. Herlan Co., Ine. 


Redfield-Coupe Get 
Van Heusen Account 


The Phillips-Jones Corp., New 
York, manufacturer of Van Heusen 
collars, Collarite shirts and Flexi- 
belt pajamas, has placed its account 
with Redfield-Coupe, Inc., of that 
city. 


Tompkins Directs 
Maydole Sales 


Coming from a similar post with 
the Westcott Chuck Co., Oneida, N. 
Y., C. E. Tompkins has been made 

neral sales manager of the David 

aydole Tool Corp., Norwich, N. Y. 


eR ae Re ia Ne A CS IN, age a ead : ee ae DT ae ak 4 noma tales See ae oe preter teh 5 oo en SS ee a ee oy ‘ee. bi ¢ i, eee eR ee ra i: aS = FR sen MEE Oe ey PE Rg ae UR "elt ollie te ie 
a ae RE Ne Mit A Re I ere te ee ees keke Cat este Re wy ee A 
| alien ee 
. Pe ee 3 \ Saget 
mes | eee | ee ee — ————————— oe 
Po | ; 
) isa ? 
ae 7 . 
- ° a , 2 4 
B = ¥ = ep : 
2 a 56 
; Pe 4 E ; 
ey g e; ae =, 
aa sie -_ 
a es eae iF uA ae eae tn 
Be ere at eee £4 
. er. ae ete ° ad 
‘ se ile ce e 
; Sere) eee 7 
x NN f “ = “ ¥ 
Pe . ; Y ; | 
f ° ° 
: LT 3 : 
y 
_ ° ° ; 
e ie 
e pre ee 
pe ae ir heen 
° e SY hele 
e y eign = ae ie 
r ° ° 23 Shee 
f ° ° 
r 7 
)= ° ° 
e a 2 
n ° ° - 
° ° 
d ° ° 
l- 
a | ° ° . 
. es 
il 
° ° 
i. 
£ 
4 ° ° 
il 
e ° ° = a — 
“6 ae 
° ° ee aoe 
n oe ie 
f aS 
) = 
>, ° ° 
a 
° ° 
y 
Y | ° ° 
e, 
)- ° ° 
A relia atte hl 
re ° ° 
]- 
y, 7’ : 
1e 
I. ° ° > 
r- = 
| ° ” we 
n- j 
es Bien. se 
yn ae ee 
]- i? 
ig 
s- i i 
y; a 
it, ans Sa . 
n- : 
; ————— | | Po 
a 
od 
: a 
‘]- 
er 
| — 2 
| . te 
y; : 
ne * 
n- : ne ee 
pe Pe 
. | ad } } 
of | 
‘is 
to er ae | f 
as 
er a 
| 
ed ee | 
b- | 
ng ae ii 
he 
th | 
ass | — 
st. | snatch | 
PC 
PS, 
en 
{ | ' } XUI 


f 


ADVERTISING AGE 


February 14, 1931 


———__—— 


a 


! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., 


New York Office, Graybar Bldg. - - 
G. D. CRAIN, Jr., 
President and Publisher 
EB. KEBBY 
Secretary 


Chicago - - - - Tel. HAR. 7504 
Tel. MOhawk 4-1572 
A. J. FEHRENBACH, 
Vice-President 
R. T. SANFORD, 
Assistant to the Publisher 


Advertising Representatives 
BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 
W. E. DUNSBY, Eastern Manager, New York 


MURRAY E., CRAIN, Managing Editor. 


HAROLD MONAHAN and J. 


A. MARTZ, Associate Editors. 


HAROLD F. PODHASKI, New York; LEE L. ROBINSON, Washington. 
Correspondents in All Principal Cities 


Vol. Il, No.6 CHICAGO, FEBRUARY 14, 1931 


5 Cents a Copy, $1 a Year 


Responsibility of Management 
to Advertising 


Advertising men are accustomed 
to being preached at, on the score 
of getting greater efficiency from 
their expenditures, producing better 
copy and using more brain-power in 
the production of the ideas which 
they employ in filling expensive 
space. 


This is all right, and it’s a good 
thing for business men to keep an 
eye on their advertising and demand 
the most from it in performance, 
just as they do in other departments 
of their businesses. But it is just 
as true that management has a re- 
sponsibility to advertising as that 
advertising has a responsibility to 
business. 


Technical facility in the produc- 
tion of good advertising, from the 
standpoint of copy, illustrations, me- 
diums, is one thing, and making ad- 
vertising contribute to business suc- 
cess is another. The answer is that 
back of advertising is the product 
and back of the product is the man- 
agement of the business, which de- 
termines its character, price and 
distribution. 


On the desk of a successful man- 
ufacturer in Chicago is a check-list 
which he has developed for use in 
making a quiet investigation of his 
own with reference to every prod- 
uct which his company makes. He 
is asking a series of questions about 
each one, and the point of each ques- 
tion lies in the demand that every- 
thing which is to be sold now be 
made better and cheaper. 


If every manufacturer turns out 
better goods, and can offer them, as 
a result of greater skill and ingenu- 
ity in production, at lower prices, 
there is immediately developed an 
entirely new merchandising oppor- 
tunity. The advertising man, given 
better and cheaper products to ad- 
vertise, will enthuse over the task 
of interesting the public in them— 
and he will succeed in getting their 
interest. 


Hence back of every advertising 
department, spending money for the 
promotion of sales under today’s 
conditions, there should be a man- 
agement which is supplying that de- 
partment with the basic material 
needed for success in 1931—better 
and cheaper products. The manu- 
facturer with a story like that to tell 
will find an interested if not an 
eager audience, and he will find his 
advertising department producing 
campaigns that have real merchan- 
dising value. 


ADVERTISING AGE does not suggest 
that any advertising manager use 
this situation as an alibi for poor 
advertising. A clever merchandiser 
can sometimes take the same old 
thing and make it look good by the 
development of an inspired idea. But 
the way to sell more goods in 1931, 
the way to make advertising the 
powerful selling tool it is capable 
of being, is to insist that manage- 
ment share the burden and assume 
the responsibility of producing bet- 
ter and cheaper goods for today’s 
consumers. 


Opportunities for Co-operative 
Advertising 


There has been a lag in co-oper- 
ative advertising, which is not only 
comparable with the general shrink- 
age in advertising volume, but seems 
to be considerably greater. That is 
probably because the cowperative 
campaign, sponsored by a whole in- 
dustry, is usually secondary to the 
advertising of the individual manu- 
facturer. When conditions make the 
maintenance or expansion of adver- 
tising appropriations difficult, the 
co-operative campaign is likely to be 
the one to suffer. 


It is undoubtedly true, however, 
that present conditions are unusually 
favorable to industry activities of 
this kind, and that more progress 
can be made now toward the objec- 
tive set up by the group than would 
ordinarily be possible. 


This is not only because of the 
fact that smaller volumes of adver- 
tising increase the relative attention 
of individual campaigns, but mainly 
because the attitude of the public 
and-of business at present is critical 
and challenging with reference to 
old methods and ideas. 


In good times, when everything 
is on the up-grade, reasonably satis- 


factory things will do. In leaner 
times, when the demand is made for 
maximum utility from every expen- 
diture, each operation is scanned for 
the purpose of determining whether 
a possible improvement is in order. 
The same is largely true of individ- 
ual expenditures and activities. 


An industry campaign of a co- 
operative nature is usually intended 
to establish the business in a more 
favorable competitive position. It 
must displac: something else in or- 
der to win that more desirable posi- 
tion. Certainly now is the time of 
times when a close and attentive 
hearing will be given to the story 
which a group has to tell, with ref- 
erence to new ideas, improved meth- 
ods, reduced expenses or whatever 
the basic appeal of the campaign 
happens to be. 


Manufacturers who have been in- 
terested in co-operative advertising, 
or who have been planning group 
effort of this kind, might well con- 
sider whether this is not a most 
propitious time for initiating or ex- 
panding this type of advertising 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


219. What 
Most. 


Farm women of all ages and sta- 
tions replied by letter to the ques- 
tion. “What do you, as a farm 
woman, want most?” A _ compila- 
tion of the answers, together with 
an analysis of the conditions which 
prompted the expressions, has been 
published in a booklet by American 
Farming, Chicago. 


Farm Women Want 


220. It Isn’t Raining Everywhere. 


A unique booklet from Ruthrauff 
& Ryan, Inc., New York. In force- 
ful and entertaining style it tells 
how many advertisers forgot sales- 
manship and showmanship during 
the recent prosperous years and 
turned their attention, instead, to 
art and literature. -, 


221. Thinking of Advertising in 
Los Angeles. 

A combination of space presenta- 
tion and market analyses, made 
semi-humorous with cartoons, pub- 
lished as a brochure by the Los 
Angeles Daily Illustrated News. 
This newspaper objects to the clas- 
sification of all tabloids in terms of 
“Camera, Court and Chorus,” and 
explains the editorial policies that 
make it distinctive. 


84. This Man the Architect. 


What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


177. Banker’s Influence. 


The influence of the banker on 
purchases, definite enough in the 
city, is even more powerful among 
farm folk, this booklet by the Mid- 
Western Banker indicates. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 


This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 food distributors, show- 
ing the counties in Iowa in which 
they are active. Should be helpful 
to advertisers interested in food 
distribution. Issued by the Des 
Moines Register and Tribune. 


194. The Marketing of Store Equip- 
ment and Supplies. 


This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 
than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 


effort. 


with that of other mediums. 


FINAL INSTRUCTIONS 
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—Life 


“And don’t forget to bring back the new issue of House & 


Garden.” 


Voice of the Advertiser 


Why the Circulation 
Manager Lost His Job 


To the Editor: Several times dur- 
ing the past year I have received 
and read your excellent circular 
letters inviting me to subscribe to 
ADVERTISING AGE. Each time I 
paused and looked expectantly at 
the door hoping the postman would 
bring in a sample copy so I could 
pass judgment on it. He never 
came. 

A few days ago, while in Los 
Angeles, I found a copy of your 
paper on the floor in my son’s auto- 
mobile. He has an advertising 
agency and I defer sometimes to his 
opinions. I asked him: 

“Is this ADVERTISING AGE any 
good?” 

“I like it so much that I take it 
with me in my car and read it while 
waiting for the stop signals to 
change or at any other time oppor- 
tunity presents. I am surprised that 
you do not get it at your office!” 

I appropriated the copy and have 
read it from front to back. I, too, 
am surprised that I have not been 
getting it, but can blame no one but 
you. I believe if you had mailed 
me a sample copy some time ago, I 
would now be on your subscription 
list. 

Enclosed is check for $1 for which 
please see that I get ADVERTISING 
AGE during the coming year. 

RoBerT W. SPANGLER, 
Business Manager, 
Sierra Educational News 
San Francisco, Calif. 
* * * 


Insuring Future of 


Emerson Drug Company 
To the Editor: In his will, the 
late Captain Isaac E. Emerson left 
the stock of the companies in which 
he held control to be operated for a 
period of 20 years by a board of 
ten executors, including his widow 
and daughter, Vernon Cook, William 
Parker, and the officers of the Emer- 
son Drug Company, with the pro- 
vision that promotion of officers be 
in the following order: 

Joseph F. Hindes, Philip I. Heuis- 
ler, Parker Cook, J. Edward Mur- 
ray, Walter White and Frederick C. 
McCormack. 

The writer has been elected chair- 
man of the executive committee of 
the Emerson Drug Company, with 
Mr. Heuisler as president, Mr. Cook 
vice-president and secretary, and 
Mr. Murray vice-president and 
treasurer. 

Emerson’s Bromo-Seltzer, Inc., the 


holding company for the Emerson 
Drug Company, Maryland Glass 
Corporation and the Citro Chem- 
ical Company, has also elected new 
officers. 


JOSEPH F. HINDEs, 
Emmerson Drug Co., 
Baltimore, Md. 


* * * 


Artist’s Touch for 


Night Demonstrations 

To the Editor: We have just in- 
troduced a sales plan which we 
think is new in the field of rural 
specialty selling. The following 
quotation from a letter sent our dis- 
tributing organization recently by 
C. C. Whistler, manager of the Del- 
co-Light products division, Delco 
Appliance Corporation, gives you an 
idea of what we expect from the 
method. 

“In former years we sold Delco- 
Light on the strength of a compar- 
ison of the brilliant, modern electric 
light and the dim, fuming oil lamp. 
That, we found, was a powerful 
sales presentation, putting more 
than 350,000 Delco-Light plants in 
rural homes throughout the world. 
The lamp used in those demonstra- 
tions, a miniature replica of an elec- 
tric plant, was capable of showing 
the weakness of oil lamps but it 
was not a thing of beauty as far as 
lamps go. 

“With the opening of 1931, we 
have added a touch of artist’s talent 
to the ‘night demonstration’ by 
equipping our dealers with a lamp 
that is worthy of a permanent place 
in any living room. It has beauty. 
It is practical. It is convenient for 
the selling man. 

“We have worked out a plan 
whereby the demonstration lamp can 
be given to the Delco-Light pur- 
chaser as a closing inducement. 
Once the dealer has used the lamp 
to get an order, he gets a new one 
at a cost that is merely a trifle— 
not enough, in fact, to pay for pack- 
ing and transportation. The ex- 
pense of the plan is practically all 
borne by the factory and distribu- 
torships. 

“It is our belief that we have in- 
troduced a new phase in specialty 
selling and that we have given the 
selling man a real closing induce- 
ment that will make an impression 
on the 1931 sales records.” 


S. M. BALLarp, 
Mgr., Advertising and Sales Pro- 
motion, Delco Appliance Corp., 
Rochester, N. Y. 
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ADVERTISING 


COUPONS MERGED 
BY ADVERTISERS 


New York, Feb. 12—The tendency 
toward co-operation by non-compet- 
ing manufacturers was _ further 
stressed this week when three na- 
tional advertisers announced they 
had reached a co-operative agree- 
ment on premium coupons. Under 
this arrangement, coupons of the 
three companies will be __ inter- 
changeable, and redeemable at the 
premium stores of any of these ad- 
vertisers. 

The products involved in the ar- 
rangement are Octagon, manufac- 
tured by the Colgate-Palmolive-Peet 
Company, Chicago; Kirkman soap 
products, manufactured by Kirkman 
& Son, Brooklyn, and Borden Pre- 
mium Brands of condensed milk. 


Advantage to Buyer 


“In the past,” said the announce- 
ment, “the thrifty housewife often 
has had to defer the acquisition of 
some much neded household article 
because she did not have the re- 
quired number of coupons of any 
one brand, whereas her aggregate 
number of coupons from all three 
brands would have been more than 
enough to have ‘purchased’ the 
article. 

“Under the new arrangement, the 
coupons of all three brands will be 
of equal value, thus, adding im- 
petus to the present trend toward 
greater thrift which is being prac- 
ticed by an ever increasing number 
of women.” 

From the manufacturer’s point of 
view, the new arrangement should 
tend to cause business to gravitate 


toward the three brands entering] fF 


the arrangement. The housewife 
who hesitates between two brands 


Higher Prices to 


End Cigarette War 

New York, Feb. 12—Manu- 
facturers of the leading brands 
of cigarettes will raise their 
prices to end the price-cutting 
war in the trade, it is rumored 
here. 

The new price will be $6.75 
per thousand, a raise of 20 
cents, which will force most 
retailers to increase their 
prices. 


may easily be influenced by the re- 
flection that the coupons of one, by 
virtue of this interlocking deal, have 
an earlier maturity than the other, 
playing a lone hand in the premium 
field. 


New Orleans Plans 
Home-Buying Drive 

A two-months’ advertising cam- 
paign to stimulate the “Buy Now 
and Buy in New Orleans” movement 
will shortly be launched by business 
interests of that city. 

Newspapers, outdoor advertising, 
sound pictures, street car and bus 
cards, inserts for letters and pack- 
ages, radio, a mass meeting and win- 
dow displays will be used. 

This will be in addition to the na- 
tional advertising for New Orleans, 
for which space worth $30,000 has 
been taken in four magazines, with 
others to be added later. 


Advertising Women 
See Publishing Plant 


Sixty young advertising women 
who are taking the scholarship 
course given by the New York 
League of Advertising Women, vis- 
ited the plant of the McGraw-Hill 
Publishing Co., New York, Feb- 
ruary 5. 

After going through all depart- 
ments, the group heard addresses by 

D. Conklin, vice-president in 
charge of production and P. W 
Swain, associate editor of Power. 
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32 ofa | PROOF OF THE PUDDING 
- “We happen to know a good many of 
inform- the architects in this territory, and from the 
ative examination | have made the Sales Guides 
— certainly appear to have covered the field 


in fine shape. 


|) 


— The Swartwout Company. 


“We sent a piece of advertising matter \ 
to each and every name given in this list, NI 
and we had not over three or four returned, 
indicating that your list is a very up-to-date 
and accurate one indeed.” 

— Rome Brass Radiator Co. 


Let us tell you more about these guides. 


There are listed in THE SCRIBNER 
SALES GUIDE to the ARCHI- 
TECTS OF CHICAGO and 
STATE OF ILLINOIS 
72 cities 
785 offices of practicing architects 
596 names of firm members 
671 telephone numbers 
132 specification writers 
112 designers 
99 key-draftsmen 
79 office managers 
8 engineers 
1 president 
1 vice-president 
1 secretary 
1 treasurer 
1 superintendent 


RCH 


SCRIBNER'S 
SALES GUIDE & the 


TECTURE 


EDITED BY ARCHITECTS FOR ARCHITECTS 


CHARLES SCRIBNER’S SONS, Publishers 
597 FIFTH AVENUE, NEW YORK CITY 


MOTOR — 


CRUSADING 


is not wmar at 


used to be ! 


- ag are the days when 
the crusading knight 


kissed his wife good-bye and 
leaped on his horse for a 


non-stop trip to Jerusalem. 


Styles in crusading have 
changed, but crusading still 


goes on. Witness the crusade 
the American Architect is 
conducting to get govern- 
ment work for private ar- 


chitects. 


Here is a campaign to re- 
lieve unemployment in the 
architectural profession. It 
has won wide newspaper 
publicity and has gained the 
whole - hearted support of 
architects everywhere. Fav- 
orable action by federal, 
state and municipal govern- 
ments is anticipated. 


This crusade typifies the 
constructive service which 
the American Architect 
endeavors to render in its 
field. This editorial policy 
makes the American 
Architect the most widely 
and keenly read magazine in 
the history of architecture! 


Hearst ——— Miageaxiwes 


AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Distinguished 
Jury to Serve 
in A.B.P.Contest 


New York, Feb. 12.—First call for 
entries in the 1930 James H. 
McGraw Awards for Editorial Ex- 
cellence has been issued by The 
Associated Business Papers. Entries 
in this contest, which was estab- 
lished in 1926 as The A. B. P. 
Editorial Awards, must be received 
at The A. B. P. office at 295 Madi- 
son Avenue, by March 16. 

The membership of the jury in- 
cludes Thomas D. Cutler, publisher, 
Ice Cream Trade Journal, chairman; 
John Benson, president, American 
Association of Advertising Agencies; 
Lee Bristol, president, Association 
of National Advertisers; O. H. 
Cheney, banker; and Alfred Reeves, 
general manager, National Automo- 
bile Chamber of Commerce. 

As in former years these awards 
will be made in three classes: Class 
I— Outstanding editorial service; 
Class II—Best editorial; Class III— 
Best article, series of articles or 
news report. The prizes will be the 
A. B. P. medal and $1,000 in money. 
The medal will be awarded to the 
winning publication in Class I. The 


prize money will be given to the 


author of the winning editorials and 
articles. 

A booklet giving rules and direc- 
tions for preparing copy and other 

tails is available for those eligible 
to compete, including all publica- 
tions that are members of the asso- 
ciation and all members of their 
editorial staffs. 


Newspaper Veteran 


Dies in Canada 

Ernest F. C. Boddington, who held 
responsible positions on many news- 
papers of the United States and 
Canada, died at St. Faustin Station, 
Que., Canada, last week, after a long 
illness. He was 58 years old. 

While working for a paper in 
Clarksburg, W. Va., in 1916, he won 
two $1,000 prizes offered by the 
Philadelphia Public Ledger for the 
best editorials on the respective sides 
of the Wilson-Hughes presidential 
campaign. 


Takes New Post 


A. W. Flemings has joined the 
sales promotion department of the 
Utica Steam and Mohawk Valley 
Cotton Mills, Utica, N. Y 

He was formerly advertising man- 
ager of the Hygrade Lamp Co., Sa- 
lem, Mass. 


Walker With Agency 
James G. Walker is an acquisition 
to the sales staff of the Frank H. 
Jones Advertising Agency, Boston. 


Shattuck Returns to 


Dorrance, Sullivan 
The Frank G. Shattuck Company, 
New York, operators of Schrafft’s 
Stores and owners of the W. F. 
Schrafft & Sons Corp., Boston, man- 
ufacturers of Schrafft’s candies, has 
re-appointed Dorrance, Sullivan & 
Co., New York agency, to direct 
beth advertising accounts. 
Dorrance, Sullivan & Co., were 
originally employed on the two ac- 
counts in the fall of 1929 upon the 
acquisition of W. F. Schrafft & Sons 
Corp. by the Frank G. Shattuck 
Company. 


Renilelph Sleeend 


Is Agency Officer 
Randolph H. Howland has been 
elected secretary of Howland, Oli- 
phant & McIntyre, New York, and is 
now active in the organization. 
The agency was formed last year 
,4 a Fay ewe of the C. J. 
iphan vertising Agency and 
the H. S. Howland y v same Ne wo 
Agency, which was formed in 1898 
by Henry A. Howland. 


Pioneer Is Dead 
Douglas N. Graves, who devoted 
his early career to advertising, died 
in Boston last week at the age of 63. 
He was at one time prominent in 
the councils of the Associated Ad- 
vertising Clubs of the World. At the 
time of his death, he was in the 

Florida real estate business. 
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COLLINS URGES 
PUBLICITY FOR 
OBSCURE ITEMS 


Tells N. R. D. 6. A. How to 
Create New Volume 


New York, Feb. 12.—Close co- 
operation between manufacturers 
and department stores to promote 
products which now are left to their 
own devices would result in the 
creation of a good many million dol- 
lars of new business, Kenneth Col- 
lins, vice-president and advertising 
director of R. H. Macy & Co., told 
the sales promotion session of the 
National Retail Dry Goods Associa- 
tion at its annual meeting last week. 

“There are in every department 
store thousands of items that never 
see the light of day either in dis- 
play of any kind or in advertising,” 
said Mr. Collins. 

“They sell with fair success in 
spite of the fact that they are en- 
tirely neglected. Departments should 
be established to secure publicity 
for these unnoticed items. 

“Six months ago we discovered 
that we had a dozen silver devices 
to be attached to a button-hole to 
keep a flower from withering. This 
seemed preposterous to us and still 
does. But one bright copywriter 
insisted on kidding about them in 
an advertisement and to our amaze- 
ment we sold 30 or 40. 


Co-operation Needed 


“If this painstaking search for 
unexploited items is to be worth 
anything, it will require close co- 
operation between retailer, trade 
association, and manufacturer. 

“The other day I saw a contriv- 
ance in our housewares department 
for cutting bread. It was a simple 
device which might well be in every- 
one’s kitchen. It retails for about a 
dollar. If we were to advertise this, 
spending $150 or $200, we would sell 
three or four hundred dollars’ worth. 
From our point of view, this would 
not pay. But if the manufacturer 
were willing to aid in creating a 
demand for this particular item 
both of us could realize a profit on 
ag 

Mr. Collins took a vigorous rap at 
current advertising. 

“I maintain that from 20 to 25 
per cent of all advertising published 
today is fraudulent,” he commented. 

“Down in his heart every sales 
promotion manager knows this is 
true. He knows he is distorting facts 
in his advertising and that sooner 
or later he is going to be found out, 
both by the public and his own 
organization.” 

Mr. Collins urged the discovery of 
new mediums. He said newspapers 
are the one dominant medium for 
department stores, but urged con- 
sideration of the possibilities of 
radio. Stores also must do more to 
sell the customers who are in the 
establishment, with money in their 
pockets, looking for something to 
spend it on. 


Division of Promotion 


Most of the things that depart- 
ment stores know about the proper 
days on which to advertise certain 
lines isn’t true, James Rotto, of the 
Hecht Company, Washington, D. C., 
told the sales promotion session. 

Mr. Rotto’s subject was “How to 
Spend by Days of the Week,” and 
he suggested that considerable more 
research in this direction is needed 
before the right answer will be 
obtained. 

“The average buyer will argue 
that it is suicide to shift his most 
important advertising to Wednesday 
for Thursday when his peak fig- 
ures fall on Saturday or Monday,” 
said Mr. Rotto. 

“But we have” found that an 
analysis of his figures in comparison 
with the advertising often show an 
artificial peak because of constantly 

' scheduling advertising that day. 

“For years we have advertised in- 


ADVERTISING AGE 


THE OLDSMOBILE ADVERTISING STAFF IN 1902 
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To generate enthusiasm for the copy job on the new two-cylinder Oldsmobile, Glenn 
Buck, advertising manager, who appears at the wheel, took the staff, stenographers in- 
cluded, for a demonstration. The relic turned up in the advertising department files when 
a search was made for publicity material for this year’s show. 

The early experience later helped Mr. Buck service Ford, Packard, Stutz and other 


automotive accounts as the head of his agency in Chicago. 


fants’ wear Sunday for Monday and 
every time we try to shift the adver- 
tising of that department, we have 
figures thrust in our face to prove 
that Monday is the peak day. Yet, 
when we arbitrarily experimented 
with a fair size promotion on a week 
day, we secured satisfactory results 
in spite of inclement weather. 


It Could Be Done 


“We have always had the idea 
that we could not get furniture 
business on Saturday, so we never 
advertised Friday. But a little 
judicious experimentation with the 
furniture advertising has made the 
buyer sing a different tune.” 

While the Scripps-Howard News- 
papers have contributed some valu- 
able information, Mr. Rotto said 
much remains to be done in the way 
of research, particularly in checking 
retail advertising classifications to 
indicate trends. 

Dorothy E. Swenson, of Abraham 
& Straus, Brooklyn, believes that 
the omnibus page is giving way to 
special advertisements. 


How They Advertise 


“We prefer to have 18 separate 
pieces of copy, scattered throughout 
the paper, rather than group them 
inside one border,” she said, explain- 
ing, however, that this does not 
refer to related articles, which are 
usually advertised together. 

“We ought to be honest and admit 
we don’t know how our customers 
read advertising,’ she concluded. 
“Most of us are too lazy to find 
out.” 

Arthur O. Price, sales manager 
of the Namm Store, Brooklyn, dis- 
cussed “How to Spend by Mediums.” 
He said a survey by the National 
Dry Goods Association of stores 
with an annual volume of 10 million 
and up indicated that 70 per cent of 
the total advertising expenditure of 
department stores goes into news- 
papers; 8 per cent into window dis- 
plays; direct mail, 5 per cent and 
other mediums, 7 per cent. The re- 
maining 10 per cent is spent for 
production, largely of newspaper 
copy. 

Mr. Price asserted that advertis- 
ing the same merchandise in several 
papers in the same city indicates a 
lack of appreciation of the strong 
points of each paper. 

He said few department stores 
have yet learned how to make 
fashion shows sell merchandise. 

In his annual report, Philip Le 
Boutillier, president of Best & Co., 


FINDS NEW JOB 
FOR ADVERTISING 


Kenneth Collins 


and of the N. R. D. G. A., criticised 
the buy-now campaigns which have 
been so prevalent. 

“The American consumer is per- 
fectly capable of judging when and 
how much he shall buy,” said he. 
“‘*Prosperity by propaganda’ is 
harmful. When prices are right, 
buying proceeds.” 

He said that branded goods de- 
clined about 5 per cent in price in 
1930, while non-branded goods fell 
17 per cent. 

W. Z. Tucker, sales manager of 
W. A. Wieboldt & Co., Chicago, 
urged the department stores to 
emulate the institutional policies of 
the big moving picture theaters. 


Gillette Appoints 


Export Counsel 


The Foreign Advertising & Serv- 
ice Bureau, with United States 
headquarters in New York, has been 
appointed export advertising coun- 
sel for the Gillette Safety Razor 
Company, Boston, makers of Gil- 
lette, Probak and Valet Razors. 


Agency Changes Name 


The Reese Advertising Agency, of 
New Orleans, has changed its name 
to the Pritchard and Thompson Ad- 
vertising Agency. 

George Reese left the age 


ncy six 
years ago, the principals hee i. E. 
Pritchard and Kenneth Thompson. 


Cartoonist May 


Not Sell Name 
He Originated 


Milwaukee, Wis., Feb. 12—A car- 
toonist who originates a name can- 
not sell it for use on a maufactured 
article, the United District Court 
ruled. - 

The court issued an injunction in 
favor of the Oconomowoc Canning 
Company, preventing Reid, Mur- 
doch & Co. from using “Teenie 
Weenie” as a trade-mark for canned 
vegetables and ordered an account- 
ing for profits made by the defend- 
ant in the sale of goods under this 
mark. 

The Oconomowoc Canning Com- 
pany, the evidence developed, adopt- 
ed the “Teenie Weenie” trade-mark 
in 1920, but did not register it until 
1924. In the fall of 1925 or the 
spring of 1926, Reid, Murdoch & 
Co. appropriated the same mark by 
virtue of purchase from William 
Donahey, a member of the staff of 
the Chicago Tribune. 

Mr. Donahey’s stories and car- 
toons began in 1914, but registration 
for the name was not sought until 
1919, and not actually granted until 
1921. The registration covered the 
name “Teenie Weenie” for dolls and 
as a trade-mark for newspaper car- 
toons. 

In 1926, Mr. Donahey sold to Reid, 
Murdoch & Co. the right to use 
“Teenie Weenie” as a _ trade-mark 
for canned vegetables. The court, 
however, decided that Mr. Donahey 
never had any trade-mark rights in 
“Teenie Weenie” as applied to 
canned vegetables in any form. 


First District Picks 
Providence for Meet 
The 1931 convention of the First 
District, Advertising Federation of 
America, will be held in Providence, 
it was decided at a meeting in Bos- 
ton last week. 
V. Edward Borges, of Boston, is 
district governor. 


Lloyd Is Secretary 
of Kansas City Club 


Ray Lloyd has become executive 
secretary of the Advertising Club 
of Kansas City, succeeding William 
H. Besack. 

Mr. Lloyd, who has been a mem- 


Quebec Adopts 
Censorship of 
Copy on Movies 


Montreal, Que., Feb. 12—The law 
censoring moving picture advertis- 
ing in Quebec, passed last year, is 
now effective, the Lieutenant Gov- 
ernor of the Province of Quebec has 
announced. 

The law provides that unless il- 
lustrations in advertisements are a 
part of the film, they must receive 
special approval. 

The statute reads in full: 

“No pictorial or moving picture 
performance shall be the subject of 
an advertisement in a newspaper, as 
defined in the Quebec Press Act, in 
which advertisement, a cut, drawing 
or engraving is used, unless such 
cut, drawing, or engraving be a part 
of a poster or of a film previously 
approved by the Board of Censors 
of moving pictures, or, if such cut, 
drawing or engraving is not part 
thereof, unless it has been specially 
approved by the said Board of Cen- 
sors in accordance with the regula- 
tions enacted by the Lieutenant- 
Governor-in-Council.” 


Dodge Reports 
New Appointments 


J. T. Little, formerly of the Bos- 
ton office of Dodge Reports, has been 
appointed manager of the St. Louis 
office. R. B. McConnell has been 
transferred from St. Louis to Cin- 
cinnati. 

T. W. A. McConnell has been 
transferred from Cincinnati to Co- 
lumbus. Newman, formerly 
in the advertising department of 
the Chicago Tribune, is now a mem- 
ber of Dodge Reports sales staff at- 
tached to the Milwaukee office. 

L. H. Cochran, Jr., and W. B. 
Holmes have been transferred from 
the reportorial to the sales staff of 
the Chicago office. 

F. J. Hogenmiller has been trans- 
ferred from the Buffalo reportorial 
staff to New York sales. R. S. 
Savory, formerly with the Upson 
Company, is now a member of the 
Boston office. 


Financial Accounts 
to Milwaukee Office 


Three financial accounts have been 
placed with the Milwaukee office of 
the Dunham, Younggreen, Lesan 
Advertising Agency, Chicago. 

Scott Burrows & Christie, of Mil- 
waukee, will use newspapers and 
special magazines for investments 
and securities. 

The American Founders Securi- 
ties Co., also of Milwaukee, will use 
newspapers and direct mail and the 
American Trades & Savings Bank, 
Racine, Wis., will employ the same 
mediums. 


Gets Glessner Account 


The Glessner Company, Findlay, 
O., has placed its advertising with 
George Harrison Phelps, Inc., De- 
troit, which will use an extensive 
newspaper campaign during the win- 
ter and spring. 

The company manufactures Turpo, 
the vaporizing ointment; Turpo elec- 
tric vaporizers, and Glessco, a cough 
remedy. 


Keelor & Stites Get 
Aeronautical Account 


The Aeronautical Corporation of 
America, Lunken Airport, Cincin- 
nati, manufacturer of Aeronca light 
planes, has appointed the Keelor & 
Stites Company, of that city, as ad- 
vertising counsel. 

Magazines and direct mail will be 
used, with lists to be announced 
shortly. 


Industry Honors Norvell 


Saunders Norvell, president of 
the Remington Arms Co., New York, 
was presented with a gold medal 
for distinguished service to the in- 
dustry at a banquet of the Hard- 
ware Merchants and Manufacturers 
Association of Philadelphia. 

He is widely known as a contrib- 
uting editor of Hardware Age and 
the author of “Forty Years of 
Hardware.” 


Simpson Moves 
Major G. H. Simpson, formerly 
in the New York office of Cleveland 
A. Chandler, has joined Reimers & 


ber of the club for 10 years, will 
also edit the club paper. 


Whitehill, Inc., New York agency, 
as account executive. 
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ADVERTISING AGE 


CLEVELAND CLUB | 
WEIGHS APPEALS 


Cleveland, O., Feb. 12.— “Which 
Appeals Must We Stress in 1931 
Advertising?” was discussed at a 
clinic of the Cleveland Advertising 
Club February 6, Harry B. Winsor, 
secretary of William Ganson Rose, 
Inc., advertising agency, leading the 
debate. 

“If we remember that business 
conditions are man-made,” said Mr. 
Winsor, “it will be easier to think 
of ways to work into our advertising 
optimistic thoughts which will help 
men create new and better condi- 
tions.” 

Mr. Winsor referred to an ad- 
dress made by the president of the 
Case School of Applied Science re- 
cently. 

“His talk suggested,” he said, 
“that an advertising appeal that 
either shows a man how he can have 
more leisure or one that suggests 
means of more profitable employ- 
ment of his leisure, is sound. 


Individual Action 


“Probably the economy appeal 
will be effective in 1931, for the 
public seems to be thinking more 
clearly, with less inclination to fol- 
low the crowd. It is weighing values 
more accurately and judging pur- 
chases more on merit. 

“In an address before the Cleve- 
land Advertising Club, Dr. Over- 
street asserted more people are 
seeking release from constant con- 
centration on their jobs than ever 
before which is suggestive to the 
copywriter.” 

Horace C. Treharne, secretary- 
manager of the Cleveland Advertis- 
ing Club, advocated the pride appeal 
as a means of combatting the econ- 
omy mania. 

“It is popular to be considered 
stingy,” agreed Loren W. Morlan, 
advertising manager, the Abner- 
Royce Company. “We need some 
such pride appeal as the clothing 
manufacturers used a few years ago 
to create a competitive spirit.” 

As a means of utilizing “condi- 
tions,” it was the thought of the 
clinic that the building industry, for 
instance, could effectively advertise 
1931 as the best time to build be- 
cause costs are at the bottom. 

James W. Likly, president of 
Likly & Rockett, luggage, advo- 
cated making the dollar look like 
$1.20 worth of quality by maintain- 
ing standard prices and adding 
quality. Mr. Likly reported keep- 
ing up his company’s volume 
through this practice. 


Against Price Copy 


Price-cutting was unanimously 
frowned upon as undermining con- 
fidence. Keeping cost as low as pos- 
sible, however, was agreed to be 
sound policy. 

Francis N. McGehee, publicity 
manager of The Cleveland Press, 
warned against permitting the econ- 
omy thought to affect advertising 
volume. It must be considered with 
a view to what it produces on the 
long pull, he said. 

Carl G. Wilson, Cleveland rep- 
resentative of the American Art 
Works, Inc., and R. J. Hoddinott, 
assistant secretary of the Collver- 
Miller Co., travel agency, gave a de- 
tailed analysis of the present mar- 
ket condition which was summed 
up as being both psychological and 
economic; both fear and _ over- 
balance of the consumption and 
production scales. 

The thought of the clinic was 
summarized by Edgar E. Adams, 
vice-president of the Cleveland 
Hardware Company, who said, “Ap- 
peal to those who have money to 
spend, for there are always plenty 
of people with plenty of money.” 


St. Louis Club 
Will Give Prizes 


Thirteen prizes will be awarded 
by the Advertising Club of St. Louis 
for meritorious service. Members 
have donated the awards, which 
range from a pair of opera tickets 
and a pair of pajamas, to a year’s 
subscription to the St. Louis Star. 

There are also four cash prizes. 
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You can now effectively reach these 
increasingly important markets at 
costs recently believed impossible 


HE trend of the nation’s habits is hotel-and-restaurant-ward. 
The two fields have become steadily-rising, vital markets for 
almost every conceivable human necessity and luxury. 


In the Ahrens Publications the trade paper coverage of these 
industries has been simplified, strengthened and made more effec- 
tive. Each magazine of the family has its definite reader audience, 
its specific results to achieve, and stands as a powerful influence in 
those functions for which it was designed. But in this group pub- 
lishing plan, new advantages are made available to the reader, the 
advertiser, the agent, as well as the publisher. And with this, 

' material reduction in cost! 


Not only in the dollars of your space appropriation is this tial 
saving to be obtained, but in the elimination of detail handling and . 
expense also. One contact, one plate, one billing and one publisher 

in a word, a single transaction opens the way for you to 
reach every nook and corner of a highly lucrative buying field. 


Already being advertised by this method are such well-known 
products as: 


Bates Bedspreads Lux Toilet Soaps 
Bigelow-Sanford Carpets & Rugs Monel Metal 

Camay & Ivory Soaps Rosemary- Basco Table Linens 
Co!gate-Palmolive Soaps Thibaut Wallpaper & Decorative 
Hall Fireproof Chinaware Fabrics 

Libbey Safedge Glassware Wamsutta Sheets & Pillow Cases 
Hunter Fans Waters-Genter Products 


GROUP No. 1—$5000 Annually—notei 


HOTEL MANAGEMENT One page each month in each magazine. 

HOTEL REVIEW This group offers the manufacturer a more 

HOTEL WORLD effective saturation and a larger circulation 
at ed rate than has ever before been 
possible. 


Saves $688 per Year 
GROUP No. 2—$6000 Annually—tnstitutional Trade-Hotel 


INSTITUTIONAL JOBBER One page each month in each magazine. 
HOTEL MANAGEMENT Makes possible a complete coverage of the 
HOTEL REVIEW trade influence—the supply dealer and his 
HOTEL WORLD salesmen—as well as the hotel consumer, 


at a very definite economy to the adver- 
tiser. 


Saves $888 per Year 


GROUP No. 3—$7000 Annually—Restaurant-Hotel-Food 
RESTAURANT MANAGEMENT One page each month in each magazine. 


HOTEL MANAGEMENT Devised primarily for food manufacturers. 
HOTEL REVIEW Makes possible an advertising domination 
HOTEL WORLD of hotel and restaurant markets with more 


effective saturation at lower rates than 
have been heretofore obtainable. 


Saves $788 per Year 


GROUP No. 4—$7800 Annually—institutional Trade-Hotel-Restaurant 


INSTITUTIONAL JOBBER One page each month in each magazine. 
RESTAURANT MANAGEMENT Makes possible a comprehensive coverage 
HOTEL MANAGEMENT of *. —_ engin supply dealer 

and his salesmen—as well as the restau- 
HOTEL REVIEW rant and hotel consumer at a marked 
HOTEL WORLD economy to the advertiser. 


Saves $1,188 per Year 


For those interested in the fields these publications cover, 
w> have prepared “‘A Pictorial Survey of the Hotel and Restau- 
rant Markets.’’ Copy available upon request. 


Ahrens Publishing Co., Inc. 


Executive Offices: Western Office: 
40 East 49th Street i! y 624 South Michigan Ave. 
New York City Chicago, II. 


Southern and Pacific Coast Representatives: Blanchard—Nichols— Coleman 
Atlanta, Los Angeles, San Francisco and Seattle 


ALSO PUBLISHERS OF THE GEHRING HOTEL DIRECTORY 
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A SURVEY OF AJ 


| 


5100.000.000 | 


FOR LINES ALLIED TO 


AGRICULTURE | 
and 
HORTICULTURE | 
JUST COMPLETED BY 1} 

| 


l SEED WORLD 


I——M ARK ET——=* 


SEND AT ONCE 
FOR YOUR COPY 


MAND MAKE SURE You 
OR YOUR CLIENT 
| GET YOUR SHARE 
| OF THIS BUSINESS 


Research 


Always say Service 
ee Pp & A’ a oo , S: 


Consumer Surveys 
Trade Surveys 


— because our out-of-town 
customers are just as en- 


thusiasticasare the Chicago Serle Teed 
concerns we serve — just as Copy Tests 
much impressed with the 
quality of our plates and F OR 
mats and the high type of +r ol iin 
sade Publications 
* Radio Stations 
Partridge & Anderson Retail Stores 
Co mpany Associations 
Electros - Stereos - Mats 


45 West 45th Street 
New York 
333 North Michigan Ave. , Chicago 


712 FEDERAL STREET . CHICAGO 


SAYS CURRENT 
COPY IGNORES 
LEADING ISSUE 


‘Economist’ Takes Advertisers 
to Task 


New York, Feb. 12—National ad- 
vertisers have been remiss in two 
ways, Dry Goods Economist believes 
—in failing, in many instances, to 
reduce their prices so that dealers 
can pass the savings along to the 
public; and in neglecting to feature 
price reductions where they have 
been made. 

An editorial in the current issue 


*|of Dry Goods Economist said: 


“Retail prices have certainly been 
lowered where possible. We think 
not enough importance has_ been 
given to reductions in retail adver- 
tising. 

“It is all very well to lower prices 
and expect women to notice for 
themselves how far bélow former 
levels the new prices are. But it 
doesn’t work, or by this time the 
public would be convinced. 

“A large share of responsibility 
for the general lack of realization 
that prices are down must be as- 
sumed by national advertisers. Some 
of them—notably the automobile 
manufacturers—have quoted their 
price reductions conspicuously. 
“These, however, are the excep- 
tions. A brief study of the January 
and February issues of a popular 
housewife’s magazine, totaling for 
the two months 476 pages, produces 
an extremely scant array of adver- 
tising which makes the slightest 
mention of savings or lower prices. 


Ignore Price Issue 


“The January issue has one small 
advertisement urging the reader to 
‘Save on Syrup,’ but says nothing 
about price. Another mentions sav- 
ings in large type, but applies it to 
economy of effort achieved by a 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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household device reducing labor and 
fatigue. That’s all for January. 

“In the February issue one adver- 
tiser claims, ‘Prices never lower,’ 
but doesn’t quote figures. Another 
repeats the saving thought (electric 
refrigerator) in relation to preven- 
tion of food spoilage. A third head- 
lines, ‘Amazingly low prices’ (motor 
cars) but says nothing about either 
selling price or about the extent of 
the reduction. One advertiser of 
scouring pads, while not saying any- 
thing about reduction in price, em- 
phasizes that he is putting one-third 
more pacs in a package. And that’s 
the lot, for the two issues. 

“Does it appear that the force of 
national advertising is being used to 
help confirm retailers’ claims of low- 
er prices? It does not. The whole 
job is left to the retailer. 


Westerner’s Viewpoint 


“R. P. Connally, general manager 
of the Emporium, San Francisco, 
and president of the San Francisco 
Dry Goods Association, feels that 
the onus of unreduced prices on na- 
tionally advertised goods should not 
be allowed to rest on the retailer. 

“In a letter to members of his 
association, Mr. Connally points out 
that failure of manufacturers to re- 
duce prices on such merchandise 
may have a very harmful effect on 
the store because customers, com- 
paring current prices with those of 
a year ago, and finding them the 
same, will believe that prices 
throughout the store are likewise 
maintained at the old levels. He 
suggests action to induce national 
advertisers to reduce prices, and in- 
struction of salespeople to point out 
to customers that it is the manufac- 
turer who is holding up the price, 
where such is the case. 

“The retailer needs help wherever 
he can get it, and it is not apparent 
that the national advertiser is doing 
his share. He sends his message to 
be planted in the most fertile soil. 
He speaks to the woman customer in 
her home. And he carefully avoids 


doing a job that would be most con- 
spicuously helpful to the man who 
distributes his merchandise, whose 
customer the woman is—the retail 
merchant.” 


Getz Appointed 
Receiver for 
Chicago Daily 


Bulletin 

Mr. Getz announced Friday that 
the Post would be sold to the high- 
est bidder February 19 or 20. He 
said that no inquiries have been re- 
ceived from the Scripps-Howard 
i ann regarded as a possible 
uyer. 


Following the retirement of John 
C. Shaffer as publisher of the Chi- 
cago Evening Post, George F. Getz 
was appointed receiver for that 
afternoon paper February 9. Though 
Mr. Getz was given authority to 
insure continuous operation of the 
Post, it is understood that he has 
already received a number of offers 
of purchase, which are being con- 
sidered. 

Mr. Shaffer owned the 
among other newspapers, for 30 
years. None of his other business 
interests was involved in the affairs 
of the Post. He also publishes the 
Indianapolis Star, Muncie Star, and 
the Terre Haute Star, all Indiana 
morning newspapers. He formerly 
owned also the Louisviile Herald, 
Rocky Mountain News and the Den- 
ver Times. 

The Chicago Evening Post was 
founded by the late James W. Scott 
April 29, 1890. 

In his statement, Mr. Shaffer said 
“the financial burden of carrying 
the Post as a public service enter- 
prise has become greater than my 
responsibilities justify me in bear- 
ing.” 

The Post was one of the group of 
newspapers which carried a greater 
volume of advertising in 1930 than 
in 1929. 


Post, 


Typewriting Contests 


Are Discontinued 
The international typewriting con- 
test, first promoted 25 years ago by 
Office Appliances, Chicago, has been 
discontinued. 
After 10 years, management of the 
contest passed from the magazine to 
the Business Show Company, and it 
was later conducted under the au- 
spices of the Underwood Typewriter 
Company. 


Miller Returns to 


Newspaper Field 
Charlie Miller has been named ad- 
visory executive of the newspaper 
properties of Col. Robert Ewing, of 
New Orleans. His offices will be in 
Monroe, La., where he will be in di- 
- charge of the Monroe News- 
tar. 


Davidson Turns Author 

Craig Davidson of Ball and David- 
son, Inc., Denver agency, has proved 
himself an authority on all phases of 
merchandising with a new book just 
off the Harper Brothers’ press. Its 
title is “Voluntary Chain Stores and 
How to Run Them.” 


“Society Brand” Changes 

Alfred Decker & Cohn, Chicago, 
manufacturers of “Society Brand” 
clothing for men, have appointed the 
Green, Fultén & Cunningham Com- 
pany of that city. E. H. Morrissey 
and W. D. Horne, Jr., are the account 
executives. 


Gardner to Denver 
E. R. Gardner has joined Ball & 
Davidson, Inc., Denver advertising 
agency. He was secretary-treasurer 
of the Gardner Advertising Com- 
pany, New York, and will continue 
as a director. 


Thurlow Adds to Staff 

Thurlow Advertising Service, Inc., 
Boston, has secured Elaine Westall 
Gould to head its radio department, 
and Olive McGuire to take charge 
of sales. 


Start New Daily 


The Longview (Texas) News will 
shortly begin publication of the 


Longview Morning Journal. 


Women in 
Advertising 


Maude DeVerse Newton 


Kansas City,.Mo., Feb. 12—Maude 
DeVerse Newton, the new president 
of the Kansas City Advertising 
Club, is unique in believing that, 
given the necessary facts on which 
to base judgment, the consumer will 
buy of his own accord. 


Among Mrs. Newton’s other dis- 
tinctions are that she is the first 
woman to become president of an 
advertising club consisting of both 
sexes and is the only woman man- 
aging a branch office of the Chris- 
tian Science Monitor. 


Many advertising clubs do not 
admit women to membership. The 
Kansas City Advertising Club not 
only has women members but holds 
them equally eligible for office. So 
it was that Mrs. Newton become sec- 
ond vice-president and, after a va- 
cancy and a resignation, president. 


Mrs. Newton plunged directly into 
advertising from _housewifery, 
“when,” she admits, “I was so timid 
I could scarcely bring myself to cash 
a check!” 


Here is her recipe for selling: 


“IT am sold 100 per cent on my 
product; I never force an audience; 
I tell my story fully and just as con- 
vincingly as I can—and I let the 
customer buy! I never urge him, 
He is satisfied because he feels he 
has done something himself, exer- 
cised his own initiative. That cus- 
tomer will buy again.” 

Outside of office hours Mrs. New- 


ton writes poetry, reams of it con- 
sistently, year in and out. What’s 
more, she gets it published. She 
also writes prose—‘wordscapes” she 
calls these compositions. 


Tobacco Advertisers 


Increase Dividends 

The American Tobacco Co., New 
York, manufacturers of Lucky 
Strike cigarettes, will pay an extra 
dividend based on a net profit of 
$42,500,000 in 1930, compared with 
$30,182,700 in 1929. 

The Liggett & Myers Tobacco 
Co., manufacturers of Chesterfield 
cigarettes, earned $1,985,187 more 
this year than last, or $24,002,315. 


Walworth, Wormser 


Establish Business 

John Walworth and Richard E. 
Wormser have formed Walworth and 
Wormser in New York to serve as 
Eastern representatives of business 
papers. The new firm has taken 
offices in the Graybar Building. 

Mr. Walworth was formerly with 
Class & Industrial Marketing, while 
Mr. Wormser has seen service with 
Doremus & Co. 


Accident Is Fatal 


Harry J. Conway, 50, for ten 
years publicity director of the 
Southern New England Telephone 
Co., New Haven, Conn., died in 
Meriden February 7 of injuries sus- 
tained in an automobile accident 
January 25. 

Mr. Conway was also in charge 
of the company’s advertising fol- 
lowing the sudden death of John G. 


Miller several months ago. 
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IMPROVEMENTS 
IN RADIO OPEN 
FARM MARKET 


New York, Feb. 12—New develop- 
ments in battery-operated radios 
will give the farmer service com- 
parable with that of the all-electric 
sets of city dwellers, in the opinion 
of Radio Retailing, which chides the 
radio industry with neglect of the 
rich farm field. 


“If the sale of battery sets to the 
unwired home market had been in 
direct proportion to 1930 sales of 
sets to wired home,” remarked Ra- 
dio Retailing significantly, “We 
would have sold a grand total of 
5,260,000 sets.” 

This is in contrast to actual sales 
of less than 4,000,000 sets in 1930. 

Radio Retailing continued: 

“Prior to the perfection of the 
alternating-current tube, early in 
1928, the unwired home market was 
considered a worthwhile outlet for 
radio receivers and was _ seriously 
cultivated. But as soon as the all- 
electric set made its bow this vast 
territory of over 8,000,000 potential 
customers was politely and enthusi- 
astically ignored. 


Market Still There 


“That market still exists. It is 
intensely interested in a modern 
set which does not have the serious 
drawback of high current drain. 
And it is willing to pay a good price 
for a set on a par with that owned 
by its city cousin. 

“As an indication of the size and 
accessibility of this market an an- 
alysis of many typical rural terri- 
tories served by well-known trading 
centers shows that even in those 
areas which are highly electrified 
the ratio of battery set prospects to 
all-electric is high. 

“But where the dealer and dis- 
tributor have been asked if battery 
sets could be sold to these dwellers 
in unwired homes the preponderance 
of opinion, to date, has been nega- 
tive. 

“The average dealer honestly be- 
lieves that he would have difficulty 
in moving many battery sets irre- 
spective of quality. This is based 
upon past experience with high- 
drain equipment. In other words, 
he has not had a product for the 


ASPLENDIp 
ROOM & BAT 


$4.00 


SINGLE 


and 
$ 


OO 


DOUBLE 


1200 ROOMS 
WITH 1200 BATHS 
@ Alll rooms are outside. . 
@ Alll rooms have Servidors. 
@ All rooms have Circulating 
Ice- Water 


OPPOSITE PENNA. STATION 


31* ST. & 7% AVE. 
NEW YORK; . 


& BUSES STOP 
me AT DOOR 


WINS PROMOTION 


Frank T. Carroll 


Mr. Carroll, who is business man- 
ager of the Pittsburgh Press, has 
been elected a director and vice- 
president of that Scripps-Howard 
newspaper. He is widely known as 
the father of the retail institute 
movement. 


ruralite which is as convenient to 
maintain as the all-electric set. 
“Thanks to the new low-drain 
tubes and better batteries, we now 
have a product which approximates 
very closely the standard set by 
modern a.c. receivers and which, 
therefore, will satisfy the require- 
ments of those off the power lines.” 


Proof of Interest 


The interest of the farmer in 
radio, the publication reported, is 
well indicated by the fact that an 
article in a recent issuse of The 
Country Gentleman developed 200 
unsolicited letters in 10 days, ask- 
ing for further details of the new 
A-battery and new type of tube. 
More than 1,000 letters were re- 
ceived thereafter. 

Radio Retailing concluded with 
this comment: 

“What, now, has the dealer to 
offer to his rural customers? First 
he has a set which performs favor- 
ably by comparison with the most 
modern all-electric receivers. Sec- 
ond, a set which requires very much 
less attention than any battery 
types heretofore offered by virtue 
of its use of the new low-filament 
drain tubes and special filter de- 
velopments which double or triple 
the life of B-batteries. Third, sets 
which look as well as the most up- 
to-date electrified consoles. 

“The man who lives in a rural 
district and now owns an old bat- 
tery receiver will undoubtedly be- 
come a 2-volt set enthusiast early 
in the game. He will probably con- 
stitute the most important immedi- 
ate factor in this new business. 
Closely following will be that large 
class who live in remote districts 
and who have never bought a radio 
because of the maintenance difficul- 
ties involved.” 


Three Advertisers 
Release Radio Acts 


Three advertisers have released 
their star radio performers for serv- 
ice with Will Rogers and the Red 
Cross, but are continuing their 
compensation. 

The Colgate-Palmolive-Peet Com- 
pany and General Motors Corpora- 
tion have given the Revelers’ Quar- 
tet leave of absence, while the 
Salada Tea Company has _ sent 
James Melton, tenor in the same 
act, on the road. 


Newspapers and Radio 
for Golf Clubs 


A campaign in metropolitan news- 
papers and radio will be launched by 
the Hillerich & Bradsby Company. 
Louisville, Ky., manufacturer of 
“Grand Slam” golf clubs. 


Cuts Ship Issues 
The Chicago Tribune Ocean Times 
will henceforth be published five is- 
sues per voyage, instead of six. 


D. J. Ramsby Dead 


David J. Ramsby, general sales 
manager of the Toronto Carpet Mfg. 
Co., Toronto, died in that city last 
wee 


“How Can Advertising Help 
Stabilize Business?” was the sub- 
ject of an address by Richard H. 
Waldo, president of the McClure 
Newspaper Syndicate, before the 
Chicago Advertising Council Febru- 
ary 12. It was the third message 
of the series sponsored by the Ad- 
vertising Federation of America. 


“Examining 240 months from 1910 
to 1930,” said Mr. Waldo, “we find 
there were 159 when the volume of 
business was above normal. Dur- 
ing these months advertising was 4 
percent above average. 


“There were 81 months when the 
volume of business was below nor- 
mal. During these months advertis- 
ing was 9 per cent below average. 

“The record shows that upturns 
and declines in advertising volume 
have invariably come slightly earlier 
than corresponding movements in 
general business. Either advertisers 
are mighty good guessers or else 
business does expand or contract 
with the increase or decrease of ad- 
vertising. 


Analysis of Business 


“In those 20 years there were 14 
important business movements, seven 
upward and seven downward. The 
expansions totaled 131 months and 
the declines 102. Advertising was 
9 per cent heavier during times of 
expansion than in the periods of 
decline. 

“In three out of seven business de- 
clines in the last 20 years, advertis- 
ing was drastically reduced. The 
ensuing declines in business were 
deep and long. In the four other 
instances, there were only moderate 
reductions in advertising, and the 
declines did not last so long nor go 
so deep.” 


G AGE 


Proves Advertisers 
Have Advantage in 
Fight for Business 


Newly compiled figures covering 
the 1930 advertising history of 77 
national advertisers furnished Mr. 
Waldo’s next illustration that one 
potent means of accelerating recov- 
ery is unquestionably to advertise 
consistently. 

Twelve of these concerns reduced 
their advertising from 15 to 100 
per cent. Thirteen decreased their 
advertising by less than 15 per cent, 
and 52 increased their advertising. 

“The group which cut its adver- 
tising by more than 15 per cent,” 
Mr. Waldo said, “showed a decline 
in net profit of 41.2 per cent. The 
group which reduced advertising by 
less than 15 per cent had a decline 
in profits of 13.2 per cent, and those 
who increased their advertising 
showed a decline of only 9.6 per 
cent.” 


Aftermath of Advertising 


Another set of figures was 
brought into play by the speaker to 
show how advertising sows the seed 
for future business. These traced 
the experience of 125 national ad- 
vertisers from 1921 to 1924. 

These figures show that the 58 
companies which increased their ad- 
vertising in the trying year of 1921 
suffered a decline in sales of only 
12 per cent, while the 67 that de- 
creased their advertising lost 25 per 
cent in volume. In 1924, the sales 
of the companies in the first group 
were 31 per cent greater than in 
1921, while the sales of the com- 
panies in the second group were 
only 5 per cent greater. 

Answering a question from the 
audience, Mr. Waldo said the figures 
he used in his talk would be vali- 
dated and detailed to anyone on re- 
quest to the Bureau of Statistics of 
the Advertising Federation of Amer- 
ica, New York. 


Agency Celebrates 
Silver Anniversary 


The officers and staff of the For- 
eign Advertising and Service Bu- 
reau, of New York, were guests at 
a silver anniversary banquet ten- 
dered by Maurice Pereles, president 
of the agency, February 7, at the 
home of Mr. and Mrs. Pereles in 
East Orange, N. J. 


Many interesting incidents of the 
agency’s pioneering work in the 
earliest days of export advertising 
were related. 

The present organization of the 
agency includes branches in London, 
Buenos Aires and Rio de Janeiro, 
and a chain of exclusive associates 
in every other important city of the 
world. 


Agencies Merge 


Edmund C. Bechtold & Associates, 
Portland, Oreg., have merged with 
the Douglas Powell Advertising 
Agency, of that city, to form Bech- 
told & Powell and Associates. 


The new agency will hold forth m 
the Studio Building. 


e Every Year 


millions of dollars’ 
worth of store equip- 
ment and supplies are 
used in department 
stores. 


e Every Week 


you can contact this 
great market in 


e RETAILING 


The Fairchild Weekly of 
Modern Methods of Distribution 


8 EAST 13TH ST., NEW YORK 


Porte Modern; 
Won’t Accept 
Advertising 


Most of the good things of life 
were denounced as an instrument of 
the devil when they first made their 
appearance, Roy T. Porte, pub- 
lisher of The Business Printer, Salt 
Lake City, told the Society of Typo- 
graphic Arts, Chicago, February 6. 
This included printing, which is now 
in its golden age, according to Mr. 
Porte. 

Mr. Porte said he believes in 
modernism in printing and every- 
thing else. His offices are in a Col- 
onial bungalow. The eleven desks 
of his staff are done in pastel shades 
and every worker affects a smock. 
His modern art treatment extends 
to file cabinets, done in Chinese red 
and decorative linoleum floor cover- 
ings. 

Mr. Porte is also modernistic in 
that he does not accept advertising 
for his publication. 


Kerman Addresses 
Financial Advertisers 


F. R. Kerman, vice-president of 
the Transamerica Corporation of 
California, and president of the Fi- 
nancial Advertisers Association, ad- 
dressed the Chicago Financial Ad- 
vertisers February 11. 

Mr. Kerman was entertained at a 
party at the Congress Hotel that 
night. 

He was en route to Boston, where 
the mid-year conference of the di- 
rectors of the F. A. A. will be held 
February 20-21. 


Get Rubber Account 


The Baltimore office of the Thom- 
sen-Ellis Company is now handling 
the advertising of the Electric Hose 
& Rubber Co., Wilmington, Del. 

F. Romer is the account executive. 


Magazines and direct mail will be 
used. ; 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that 1s art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. ' 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors 


MONTAGUE LEE COMPANY, INC. @& FREDERIC NELSON PHILLIPS, INC. 
to GRAPHI© TYPESETTING CORP. @® CAXTON TYPOGRAPHERS, INC 
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ASKS FOR STUDY 
OF DEPRESSIONS 


New York, Feb. 12.—Establish- 
ment of an organization to ascer- 
tain and remedy the causes of busi- 
ness depressions was recommended 
to the National Retail Dry Goods 
Association by Paul H. Nystrom, 
professor of marketing at Columbia 
University. 

Dr. Nystrom criticised the bank- 
ing and investment business of the 
country and suggested they might 
well adopt the policies of successful 
retailers. 


“There is no consensus of scien- 
tific judgment as to the real causes 
of depressions and what to do about 
them,” he said. 


“It is time that an official body 
be made responsible for the devel- 
opment of the necessary knowledge. 
Competent men can be found to 
serve on such a general economic 
board but their tasks should be as- 
sumed with full interest in and re- 
sponsibility to the general public 
for securing information and mak- 
ing recommendations for the correc- 
tion of whatever is wrong, regard- 
less of any special interests that 


/may be adversely affected.” 


| 


Dr. Nystrom said that retail 
business has a much better record 
than the banking and investment 
field. 


Caveat Emptor | 


“There is a strong undercurrent | 
of feeling among consumers that | 
they were betrayed by the course | 
of events in the latter part of 1929 
and 1930,” he said. “The institu- | 
tions that exist to serve the invest- | 
ing public failed the people, Who | 
were let down for millions. 

“In all reputable retail sae, 
ments, the consumer’s satisfaction | 
is guaranteed. Pains are taken to} 
insure that goods shall be as rep- 
resented and if any mistake is made 
the retailer stands ready to cor- 
rect it. 

“It cannot be urged that the sale 
of securities to consumers is differ- 
ent in principle from that of the 
sale of furniture, apparel, or shoes. 
The fact that the consumer service 
policies followed by all reputable 
retailers in this country are not fol- 
lowed by institutions selling savings 
services and investments is de- 
cidedly an indication of the back- 
wardness of business morals and 
methods in those fields. Modern re- 
tailing conserves the interests of 
the consumer. In the financial field 
the policy still seems to be ‘Let the 


buyer beware.’ ” 


PLANS PROGRAM 


Cliff Knoble 


Mr. Knoble, who is director of 
advertising for the Chrysler Corp., 
is associate chairman of the pro- 
gram committee for the A. N. A. 
meeting in Detroit April 27-29. 


He is lending yeoman aid to C. L. 
Bowman, of Stanco, Inc., chairman. 


OFF THE PRESS IN FEBUARY 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“If you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization. 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on mar 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“A\ll of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing.” 


“The tables, graphs and distri- 
bution data preceding each classi- 
ication of puaerions is invalu- 
able, especially in preparing 
prospective iaatbles. 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 
@ genuine time-saver.” 


ets and: 


The Market Data Book 


business fields. 


channels. 


source book. 


independent market surveys, 


circulations and rates. 


tising agencies. 


meets in an intensely practica 


way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 


government census findings, and 


business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 


edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 


COURT DENIES 
MONOPOLY ON 
BATHING GIRL 


Jantzen’s Trade-Mark Rights 
Are Limited 


Washington, D. C., Feb. 12—The 
famous diving girl trade-mark of 
the Jantzen Knitting Mills possesses 
inherent weaknesses, the Court of 
Customs and Patent Appeals held, 
in confirming the decision of the 
Commissioner of Patents and the 
Examiner of Interferences, both of 
whom dismissed Jantzen’s opposi- 
tion to registration of a bathing girl 
as a trade-mark by the West Coast 
Knitting Mills. 

The marks differed only in the at- 
titude of the figure and in the nota- 
tion “Hollywood,” appended to the 
mark of the West Coast Mills. Jant- 
zen cited ownership of three regis- 
trations. 

“We do not think,” said the court, 
“that the Jantzen Knitting Mills has 
a right to monopolize the figure of a 
diving girl clad in a swimming suit. 
It is a well settled principle of trade- 
mark law that a mere representation 
of the merchandise on which the 
mark is used cannot be adopted as 
a trade-mark. 


Must Indicate Origin 


“The reason for this rule is that 
such a mark indicates nothing in the 
nature of origin or ownership of the 
articles to which it is affixed. 

“A representation of the goods 
themselves may, however, if incor- 
porated with other features of a 
mark sufficiently arbitrary and dis- 
tinctive in themselves to indicate 
origin or ownership of the goods to 
which they are affixed, be adopted as 
a trade mark.” 

The court described the trade- 
mark of Coopers Incorporated for 
underwear, the mark consisting of 
the representation of a woman sit- 
ting upon a couch, having a wrapper 
draped in such a manner as to re- 
veal in part the knitted underwear 
which she wears, a child, also 
dressed in knitted underwear, sit- 
ting beside her, while another, simi- 
larly clad, stands upon one foot on 
the opposite side. 

The woman is represented as read- 
ing from a book. The registration 
was allowed for use on woven and 
knitted underwear for men, women 
and children, and for socks. The 
Commissioner of Patents in his deci- 
sion said: 

“If applicant’s picture were 
merely a picture of its underwear, 
it would be clearly unregistrable. 
But it is an arbitrary, artistic ar- 
rangement of details in which the 
illustration of the goods is only one 
of many features. 

“The couch, the woman reading 
from a book to the two children, 
convey an idea distinct from the 
underwear, and while any manufac- 
turer is entitled to illustrate his 
underwear garments per se, he is 
not entitled to monopolize the arbi- 
trary matter in applicant’s picture, 
and there is enough of this matter 
to take this mark away from a mere 
representation of the goods.” 


Limitations of Mark 


Applying this reasoning to the 
bathing girls, the court said: 

“We think it is clear that the only 
ground upon which either is regis- 
trable is that it has such distinctive 
elements that its registration does 
not in fact preclude others manufac- 
turing similar goods from illustrat- 
ing the same upon girls in a diving, 
swimming or any other general posi- 
tion in which a girl clad in a swim- 
ming suit would ordinarily be seen. 

“The only limitation upon such 
manufacturer would be that he 
would have no right to illustrate 
swimming suits made by him upon 
the figure of a girl, employing arbi- 
trary features which had thereto- 
fore been adopted by another as a 
trade-mark, or so closely resembling 


Delay in Store 


for Vestal Bill 
Washington, D. C., Feb. 12 
—Senator Dill told the Senate 
that the Vestal Bill, revising 
copyright laws, is so “revolu- 
tionary in character” that the 
Senate Committee on Patents, 
of which he is a member, will 
have to delay reporting the 
measure to the Senate. 
He added that in his opin- 
ion, the bill will have to be 
amended to protect the public. 


the same as to cause confusion in 
the mind of the public. 

“We hold, therefore, that appel- 
lant’s trade-mark rights are limited 
to the figure of a girl in substanti- 
ally the position shown in its regis- 
tered trade-mark, and not to the 
figure of a diving girl generally.” 


Dailies Drop 
Radio Programs 
As Experiment 


Waterbury, Conn., Feb. 12—Fol- 
lowing a suggestion made at the re- 
cent convention of the New England 
Newspaper Publishers’ Association, 
four Connecticut newspapers have 
eliminated all radio programs from 
their columns on an experimental 
basis. The fundamental idea behind 
the move is that free publicity 
should not be afforded to a competi- 
tive medium. 

The papers taking the step are 
the Waterbury Republican and 
American (affiliated morning and 
evening) Waterbury Democrat and 
the Meriden Journal. The experi- 
ment is planned for a _ two-week 
period. 

E. Vincent Maloney, publisher of 
the Waterbury Democrat, estimated 
that between 50 and 100 letters were 
received by the three Waterbury 
papers on the day following the first 
elimination, February 9. 


Buy Industrial Paper 

National Retail Stores, formerly 
published in New York, has been 
bought by the Industrial Stores 
Company, Cincinnati. 

H. L. Braunstein, formerly of 
the Shoe Retailer, is president, 
treasurer and general manager of 
the new company. 

George L. Carrier, secretary of 
the National Industrial Stores As- 
sociation, will be associate editor. 


Two Dailies Name 


Representatives 
Burke, Kulpers, Mahoney & 
Payne, Inc., has been appointed na- 
tional advertising representative of 
the Ventura (Calif.) Free Press. 
The Woodbury (N. J.) Times has 
appointed Hamilton-De Lisser, Inc., 
in the national field. 


Two for Ronalds 

The Toronto office of Ronalds Ad- 
vertising, Limited, is now handling 
the advertising of the Amalgamated 
Electric Corporation, electrical 
equipment, and the Sangamo Com- 
pany, meter manufacturers. The 
latter has placed its business direct 
heretofore. 


Leaves Retail Store 
Marion Gildae has resigned as ad- 
vertising manager of the Marks 
Isaacs Company, New Orleans, and 
will take a vacation before making 
new connections. 


Place Cosmetic Copy 

The E. H. Brown Advertising 
Agency, Chicago, is placing a limited 
schedule in mail order magazines 
for the Rocky Mountain Cosmetics 
Co., Boulder, Colo. 


Miss Cocks Is Editor 


Dorothy Cocks, who has been ad- 
vertising manager for several man- 
ufacturers of cosmetics, has become 
beauty editor for Physical Culture, 
New York. 


Copeland Leaves Gillette 

E. D. Copeland, for 13 years ad- 
vertising manager of the Gillette 
Safety Razor Co., Boston, has re- 
signed. His plans are not announced. 
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SY SS Stet aS AGE 


Enders Razor Account 


to United Agency 

The United Advertising Agency, 

New York, has been appointed by 

the Enders Razor Company of that 

city, manufacturer of safety razors 
and blades. 


Plan Bed Campaign 
George Harrison Phelps, Inc., De- 
troit, has been retained by the Kin- 
del Furniture Company of Grand 
Rapids, reputed to be the largest 
manufacturer of wood beds. 


@ ADVERTISING 
CALENDARS 


F Dainese Advertising Cal- 
° Cooperative Dealer Calen- 
‘ , Imprint Calendars. 


koe Postage Saving Features. 
. . Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds . 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


For Dependable q 
Photostat Service 4 


F.A. RUSSO we. 


230 PARK AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th ST. 


VANderhilt 9975 6-7 


aa 


ARE YOU 


Overlooking This? 


America’s Most 
Active Churches 


Send for Data 
Church Management 
Audi’ orium L Ide. 
Cleveland, Ohio 


REDUCE YOUR COST 
OF SELLING P2::2:?ris! 


Letters, Post Cards, 
feces. ind The M Booklets, Catalogs, eto., etc. 


tage and T 

b ly since 1915—is on a 
devoted to Direct Mail perenne. ond Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag 35%", Si7*¢" 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi- 
vidual prob 


PROPESION 9 & —_— SERVICE 


urney ch ~ 44 
527 Fifth ann New myer. Brop Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied we 1 it would remove doubt and 


Write for samples and prices, 
AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


| Lasaliey Stvthe Goes 
After Pennies with 
New Vending Machine 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


(Continued from Page 1) 
These will deliver a 5-cent bottle of 
milk for 10 cents and repay the 5- 
cent deposit when the bottle is re- 
turned. 

A hot dog vendor is being de- 
signed to keep the milk machine 
company at locations where lunches 
can be sold. It will be electrically 
heated. 

It is said that automatic food ven- 
dors of various kinds are solving 
the problem of serving lunches in 
factory and _ industrial districts, 
where restaurants, serving only one 
meal a day, cannot be operated 
profitably. 


Supplementary Method 


One manufacturer of vending ma- 
chines said he had made up a model 
of a showcase of the conventional 
size combining a battery of auto- 
matic vendors with display space for 
items to be sold by the manual meth- 
od. The vending mechanism in this 
case is electrically operated. 

« The plan is receiving earnest con- 

sideration from several large chain 
store organizations, whose interest 
is largely due to the possibility of 
solving the rush hour problem. 

Manufacturers attending the con- 
vention pointed with pride to recent 
quotations of two experts, as fol- 
lows: 

Roger W. Babson: “Why is it nec- 
essary to take up a salesperson’s 
time when you are buying Smith 
Brothers cough drops, Three-in-One 
oil, Gillette blades, William’s or 
Mennen’s’ shaving soap, Lucky 
Strikes, Camels, etc.? The coin in- 
the-slot principle is economically, so 
sound that if coins such as 15-cent 
pieces would increase convenient 
purchase the government should 
mint them. This basic principle 
ought to be applied to a great va- 
riety of products besides gum, ciga- 
rettes, etc., and sales ought to in- 
crease five or ten-fold in a_ short 
time.” 

A. Grant, vice-president of the 
United Cigar Stores Co.: 

“We are trying out machine sell- 
ing with the idea of taking from our 
clerks the burden of what might be 
called mechanical selling, with a 
view to improving service for cus- 
tomers who really require their at- 
tention. Analysis of sales shows 
that about 60 per cent of the clerk’s 
selling is practically automatic.” 


Clark Acquires Two 
Industrial Accounts 


Following the appointment of Wil- 
liam H. Stewart as general man- 
ager, and George Myrick, Jr., as 
sales manager, the Pennsylvania 
Range Boiler Co.; Philadelphia, has 
placed its advertising account with 
the E. A. Clarke Company, of that 
city. 

The same agency has been ap- 
pointed by the French-Wolf Paint 
Products Corp., of Philadelphia and 
Bristol, Pa. Newspapers and direct 
mail will be used. 


Heuslein to Direct 
David Advertising 


I. L. Heuslein has resigned from 
the Alfred Stephen Bryan Organiz- 
ation, New York, effective March 1, 
to direct the advertising of John 
David, New York. 

Mr. Heuslein was contact man on 
the David account while it was with 
the Sherman & Bryan Agency and 
since Mr. Bryan /formed the present 
organization in 1919. 


Tracy to Place 


Copy for Cosmetics 

W. I. Tracy, Inc., New York, has 

been appointed to direct the adver- 

tising of the cosmetic division of Mc- 

Kesson & Robbins, Ince., including 
Lucretia Vanderbilt perfumes. 


Directs Gardner Sales 
W. R. Brown has been appointed 
general sales manager of the Gard- 
ner Company, manufacturer of cal- 


culating machines, New York. 


TESTIFY ABOUT 


ADVERTISING OF 
POWER COMPANY 


Washington, D. C., Feb. 12,.— 
Statements that the Alabama Power 
Company had attempted to induce 
other companies to cancel advertis- 
ing in newspapers whose policies 
were considered unfair to the utility 
were made before the Federal Trade 
Commission, investigating the af- 
fairs of the Alabama company. 

W. J. Baldwin, of Birmingham, 
director of publicity until last year 
for the power company, testified that 
he endeavored to persuade the Gen- 
eral Electric Company and also the 
Westinghouse Electric Company to 
refrain from advertising in the 
Thompson group of newspapers in 
the State and to transfer their ad- 
vertising to the Mobile Press. 

Judge Robert E. Healy, chief 
counsel for the Commission, brought 
out that the utility spent more 
money for advertising in the Mobile 
Press than in any other newspaper 
in Alabama, and that no advertising 
was placed in any of the five news- 
papers owned by Frederick I. Thom- 
son or in three weekly papers. Mr. 
Baldwin said this policy was adopted 
because “they were unfair to us.” 
He declared that the Alabama com- 
pany was a large customer of the 
Westinghouse company through pur- 
chases of electric appliances. 


Advertising Activities 


Testimony set forth that the util- 
ity paid out $26,000 for advertising 
in the Mobile Press from April 
1929, to Nov. 30, 1930. 

Mr. Baldwin testified he tried to 
stop newspaper publicity regarding 
low electric power rates in Spring- 
field, Ill... where power is served 
by a municipal plant, because he 
thought such publicity “damaging.” 
In this connection, testimony dis- 
closed, he had written a letter to 
A. C. Watt, publicity department of 
the Commonwealth and Southern 
Corporation. 

Mr. Watt had influence in this 
matter, Mr. Baldwin testified, be- 
cause of his connections with the 
Hall Electric Company, which had 
inspired the publicity with the view 
of promoting the sale of electric 
water heaters it produced and which 
were sold to Commonwealth sub- 
sidiaries in the south. 

Mr. Baldwin, at that time, was 
serving in an advisory capacity for 
the Commonwealth company in six 
southern States, a position he has 
held since. 

It was brought out that the power 
company paid for advertising car- 
rying signatures of chambers of 
commerce and other civic organiz- 
ations. Questioned by Judge Healy, 
Mr. Baldwin testified that he did 
not recall whether the fact that the 
company had paid for the advertise- 
ments was always disclosed in the 
advertising copy. 


Sanford to Address 


Advertising Women 


R. T. Sanford, assistant to the 
publisher of ADVERTISING AGE, will 
address the Women’s Advertising 
Club of Chicago, February 16. The 
meeting will be held in the Wedge- 
wood Room of Marshall Field & 
Co., at noon. 


Nixon with Agency 
John M. Nixon has become an ac- 
count executive with the H. E. 
Lesan Advertising Agency, New 
York. He was formerly with Sears, 
Roebuck & Co., and the E. 
ard Company. 


T. How-| / 


SITUATION WANTED 


Advertising 
Sales Promotion Manager 

Thoroughly trained in advertising 
and sales promotion. An organizer. 
Good detail and office manager. 
Publisher of magazines and former 
advertising manager of medical 
magazine, well known weekly paper, 
medical mail order house, baking 
powder company. Medical college 
education, know orthopedic appli- 
ances. Earnest worker and volume 
producer. Age 44, married. Box 
87, ADVERTISING AGE. 


EDITOR with national magazine 
and newspaper experience would 
like to connect with going publish- 
ing house. Capable of assuming full 
charge of editorial and advertising 
departments. Box 91, ADVERTISING 
AGE. 


Hearst Study 
Indicates Most 
_Effective Copy 


New York, Feb. 12—In co-opera- 
tion with the advertising managers 
of department stores, the Division of 
Merchandising Analysis and Statis- 
tics of the Hearst Newspapers has 
developed a unique piece of promo- 
tion. 

The Hearst plan consisted of an 
analysis of the advertising of 66 
stores in 114 newspapers in 20 cities 
for the last five months of 1930. 
The advertisements which proved 
most productive, according to the 
advertising managers placing the 
copy, were photostated and made 
available to other retail advertisers 
through the Hearst advertising de- 


1,| partment. 


The analysis covered six lines of 
merchandise in three price ranges. 
In dresses, the range was less than 
$10, $10-$18 and more than $18. 
Shoes ranged from less than $5 to 
more than $8.50; hats, less than $4 
to more than $6.50; hose, less than 
$1 to more than $1.50; men’s shirts, 
less than $1.25 to over $1.95; men’s 
suits, less than $25 to more than 
$40. 

The complete analysis shows the 
total volume of sales in each price 
class in each city for each month, 
giving advertising managers a 
chance to observe the price ranges 
most popular in each, with the direc- 
tion of trends. 


Rejoins KOA 
After three months as a free lance, 


William Bryan has returned to Sta- 
tion KOA, Denver, Colo. 


Marketing Commission 


Reappointed by Harn 


O. C. Harn, chairman of the Chi- 
cago Advertising Council, has re- 
appointed four members to the 
Marketing Commission of Central 
College Y. M. C. A. This commis- 
sion, formed by the council in co- 
operation with the Western Council, 
American’ Association of Advertis- 
ing Agencies, helps organize the 
merchandising courses at the college. 

The reappointed members are 
Walther Buchen, president the 
Buchen Company; G. R. Schaeffer, 
advertising manager, Marshall Field 
& Co.; Homer J. Buckley, president, 
Buckley, Dement & Co.; and W. 
Frank McClure, vice-president, Al- 
bert Frank & Co. They have served 
continuously for seven years. 


Represent Texas Paper 


Frost, Landis & Kohn have been 
appointed national advertising repre- 
= by The Waxahachie (Tex.) 
Light. 


In an age 
when speed 
is paramount— 
the Outlook 
delivers 
edited news 
faster than 
any magazine 
published 
in America. 

* 


Let us 
prove 
it-—— 


OUTLOOK 


> «and Independent 


tA TION 
NAIWdIn 0: 
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N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosptra 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY hospital r meter 
of both the A-B.C. and A.B 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


everybody reads the news. 
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Repropucep from a halftone etched on brass by Collins & Alexander, Inc., Chicago. Photograph by Anton Bruehl for Hartmann 
Trunk Co., and printed here with their kind permission. Brass halftones have many advantages in newspaper reproduction 
and are being produced extensively by Collins & Alexander, acknowledged to be “America’s Finest Photo-Engraving Plant.” 
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